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5 Cents a Copy, $1 a Year 


Rough Proofs 


The 2,250,000th Frigidaire is being 
started on a trip around the world. 
And with the temperature in Dayton 
and nearby points just under an 
even 100, too! 

vg¥$eegy’ 


A lot of the big outfits are making 
salesmen out of the entire organiza- 
tion, so don’t be surprised any day 
now at receiving a snappy solicita- 
tion from Owen D. Young for a line 
of electrical goods. 


. TF 


A subscriber is having his copies of 
ADVERTISING AGE sent to him at the 
hospital where he is (we hope) tem- 
porarily confined. Does his doctor 
classify it as tonic or sedative? 


vv¥sy’ 


The New Orleans newspapers have 
made the word “radio” taboo in 
their news columns, but they might 
be persuaded to have it set up if an 
advertiser insisted. 


7. F F 


Coffee advertisers say Rough 
Proofs was cock-eyed for suggesting 
that coffee substitutes are more 
widely advertised than coffee. Maybe 
we'd better change our story and just 
say they’re better advertised. 


,  F 


Hugh Blakeley insists that the ad- 
vertising must have been successful, 
because every panhandler always 
asks for a dime for a cup of coffee. 


7; =. Fe 


Colgate-Palmolive-Peet are reduc- 
ing their dividends but maintaining 
their advertising. After that, every 
advertising man ought to be willing 
to make a try for a school-girl com- 
plexion. 

v v v 


The Liquid Carbonic Company 
thinks the soda fountain business 
may be injured by references to it as 
a “germ exchange.” Don’t worry— 
that’s what they used to call kissing. 


7 FF F 


The hardest thing about the easy- 
payment plan, says an expert, is get- 
ting the first payment. And the 
easiest thing about the easy-payment 
plan, says the customer, is making 
the first payment. 


> FF F 


There have been a flock of rate re- 
ductions among the magazines lately, 
but G. W. thinks it was all started 
by that 10 per cent cut of the A. B.C. 


77> ¥ F 


The furniture dealers have again 
defeated the plans of manufacturers 
for a style show for the public. In 
other words, after the manufacturers 
have shown the dealers their period 
furniture, they must come to a full 
stop. 

= 2 


One of the sensations of the furni- 
ture market is a bed which features 
free wheeling, thus appealing to 
those who want to go places and do 
things. 

a. 2. © 


The midsummer cigarette appeal 
is based on cooler smokes. But the 
copy department may have to in- 
crease the British thermal units to 
get the same enthusiasm next Feb- 
ruary. 

v v v 


Hudson-Essex, the advertising copy 
says tantalizingly, will announce a 
new type of car “one of these days.” 
All right, let’s stick around. 

Cory Cus. 


RATE INCREASE 
IS ABANDONED; 
‘STRIKE’ ENDS 


‘‘World-Telegram’’Also Cuts 
National Rate 


New York, July 14.—The depart- 
ment store strike against the New 
York World-Telegram’s proposed rate 
increase was ended this week, the 
Scripps-Howard paper agreeing to 
postpone the increase indefinitely. 
At the same time, it made a reduc- 
tion of from 75 to 70 cents a line, 
flat, in the national advertising rate. 

Physical Culture reduced rates 
$175 per page, effective with its Oc- 
tober issue. The Conde Nast Group 
also cut rates $200 per page, based 
on a reduction by House and Gar- 
den, one of its members, as recently 
reported by ADVERTISING AGE. 


Other Rate Reductions 


McCall’s Magazine has_ reduced 
rates slightly more than 10 per cent 
and circulation exactly 10 per cent. 

True Detective Mysteries has re- 
duced its rate from $2.25 to $1.85 a 
line, being the 13th magazine to re- 
duce or adjust rates in the last three 
weeks. 


The new rate card of the New 
York World-Telegram fixes the open 
retail rate at 70 cents a line. It pro- 
vides for a sliding scale down to 37 
cents a line for those using 450,000 
lines a year. This is the rate which 
most of the department stores will 
pay. 

The proposed base rate was 75 
cents a line, with a minimum of 40 
cents. 

Other Stores Return 


Three department stores—Macy, 
Wanamaker and Hearn—have been 
in the World-Telegram regularly. 
Thirteen others resumed use of 
space this week after having been 
absent for more than two months. 

Scripps-Howard said no_ rate 
changes will be made on its other 
papers. 

Physical Culture’s reduction of 
from $875 to $700 a page is based on 
a minimum circulation of 250,000. An 
excess has been delivered in 1930, 
1931 and thus far in 1932. 


The single copy sale price, for- 
merly 25 cents and since October, 
1931, 10 cents, will be increased to 
15 cents. 


The new rate of the Conde Nast 
Group will be $3,450 instead of $3,650 
for black and white; $6,500 instead 
of $6,900 for color. Discounts will 
be the same as heretofore. 


Second Rate Cut 


McCall’s reduced rates with its 
March, 1932, issue, with no reduction 
in circulation. Its latest change 
puts rates back to the 1925 level, 
when the guarantee was 1,900,000. 
The new circulation guarantee is 
2,250,000. 

Black and white pages in McCall's 
will be $7,400 under the new scale. 

The changes are effective with its 
October issue. 

New rates of True Detective Mys- 
teries are effective with its October 
issue, Gilbert L. Parks, advertising 
director, announced. 

The reduction makes the rate for 
the Detective Group $2.25. 


Dies on 


King Gillette, Who 
Built New Industry, 


West Coast 


Boston, Mass., July 14.—King 
Camp Gillette, inventor of the safety 
razor and thereby creator of a vast 
new industry, died at Los Angeles 
Saturday night after an illness of 
two years. Mr. Gillette went to Los 
Angeles about 20 years ago, leaving 
the management of the Gillette 
Safety Razor Company in the hands 
of others. He was 77 years old. 

He will long be remembered as a 
benefactor of industry and advertis- 
ing. At the same time, he created 
a paradox which advertising men 
have never wearied of discussing: 
If the product lives up to the adver- 
tising, the maker will get compara- 
tively few sales; if it falls below 
claims, the manufacturer will get 
more business, at least for a time. 

The size of the empire created by 
Mr. Gillette is indicated by the fig- 
ures for a typical year, 1928, when 
total income of the Gillette Safety 
Razor Company amounted to $20,- 
775,733. Gross sales were $19,920,203, 
and cash dividends, $10,000,000. Sur- 
plus was $6,244,429. 5 


Flow of Dividends 


The period from 1921-24 was a 
prosperous one, annual common stock 
dividends amounting to $12 per 
share. A stock dividend of 470 per 
cent was paid in 1925. Extra cash 
dividends were declared every year 
from 1918 to 1927, inclusive. Sev- 
eral other stock dividends were de- 
clared. 

Mr. Gillette came by his genius 
honestly, his father being an in- 
ventor before him. His mother, 
Fanny Lemira (Camp) Gillette, was 
the author of “The White House 
Cook Book,” at one time the most 
popular work of its kind. 

At 21, young Gillette became a 
traveling salesman, and until 1904 
filled this role. In his spare time, 
however, he invented useful and use- 
less gadgets. 

In 1891 he joined the sales staff 
of the Baltimore Seal Co., on the 
solicitation of William Painter, a 
kindred soul. Soon after, Mr. 
Painter found the inventor’s para- 
dise by bringing forth the crown 


IN LATER DAYS 


te ‘the 


This late photograph of Mr. Gil- 
lette shows little resemblance to 
the picture on the Gillette 
package. 


cork. This development spurred Gil- 
lette on to greater efforts. 

Racking his brain for something 
to invent brought no results, how- 
ever, until one historic morning in 
Brookline, Mass., in 1895, when Gil- 


lette had reached the age of 40. 


Trying to shave, he found his razor 
dull beyond measure. Staring at it 
in disgust, he wondered how many 
more such mornings he and millions 
of other men would have to spend. 
“Millions of other men!” There was 
the clew to his big idea. 

So jubilant was Gillette that he sat 
down and wrote his wife, then visit- 
ing in Ohio: “I’ve got it; our for- 
tune is made!” 


Eight Years’ Labor 


Though he made his first crude 
model the same day, it took eight 
years to perfect the razor and blade 


(Continued on Page 10) 


U. S. Stores Sell Anything 


was told. 


carpet tacks to automobile parts.” 


distribution of a new Gem Doubledge 


for five. 


Last Minute News Flashes 


from Carpet Tacks to Automobiles 

St. Louis, Mo., July 15.—Stores maintained under direction of the 
commandant of the Norfolk Navy Yard at Portsmouth, Va., take business 
of from $5,000,000 to $6,000,000 a year from merchants, the special House 
Committee investigating Government competition with private enterprise 


All of these stores, it was testified, are operated by navy men, whose 
salaries are paid by the Government. The stores “sell anything from 


“Pops” in Co-operative Newspaper Campaign 

Chicago, July 15.—With a suspension of its radio program for the 
summer, Foodtown Kitchens, cereals, have started a campaign in Eastern 
newspapers through McJunkin Advertising Co. 
Pops, the company uses large space. 


Where chains feature 


To Market Doubledge Gem Razor Blade 


Brooklyn, N. Y., July 15.—American Safety Razor Company has started 


blade for use in the Gem Micromatic 


Razor, which is the only razor it will fit. The new blade retails at 50 cents 


COMBINATION 
RATE BASIS FOR 
$600,000 SUIT 


Farm Paper Invokes Federal, 
State Laws 


Indianapolis, Ind., July 14.—The 
right of any group of papers to make 
a combination rate lower than the 
total of individual rates of members 
is challenged in a $600,000 suit filed 
in the federal court here by Indiana 
Farmer’s Guide, Huntington, against 
Mid-West Farm Paper Unit, Inc., and 
its five members. 


This is the first time the legality 
of combination rates has ever been 
questioned in the courts. Some ex- 
perienced advertising men believe a 
decision in favor of the Guide would 
affect every type of medium which 
uses a combination rate. 


The suit is based on the allegation 
that the Indiana Farmers Guide is 
penalized by the existence of the 
combination rate, which, it says, 
tends to divert business to the In- 
diana edition of The Prairie Farmer. 

A full page advertisement in the 
seven member papers of Mid-West 
Farm Unit, it recites, is offered for 
$4,870. The cost of a page in six of 
the seven papers, excluding the In- 
diana edition of The Prairie Farmer, 
is $5,170, or $300 more than the com- 
bination rate. 

This, it is alleged, unfairly influ- 
ences advertisers to use the combina- 
tion, in some cases where they might 
desire to use the Indiana Farmer’s 
Guide. 

The Guwide alleges violation of both 
the Sherman anti-trust and Indiana 
law and actual damage of $200,000. 
Under the former, damages three 
times the actual loss may be col- 
lected. 

Conspiracy Is Alleged 


It is further alleged that the de- 
fendants entered into a conspiracy 
“to destroy the plaintiff's business 
and publication as a competitor . 
to enable them to exact monopolistic 
and unreasonable subscription and 
advertising rates after breaking up 
the competition of other papers.” 

W. G. Campbell is publisher of In- 
diana Farmer’s Guide. 

Mid-West Farm Unit is comprised 
of Farmer and Farm, Stock 4 Home, 
which publishes Minnesota and Da- 
kota editions; Nebraska Farmer, 
Prairie Farmer (two editions), Wal- 
lace’s Farmer and Iowa Homestead 
and Wisconsin Agriculturist and 
Farmer. 

Mid-West Farm Unit is a compara- 
tively new organization. Some of its 
members, however, formerly belonged 
to Standard Farm Papers, which 
operated with a combination rate for 
twenty years. 

One member explained that Mid- 
West Farm Unit was formed pri- 
marily to meet the competition of 
sectional papers, and that the suit 
of Indiana Farmer’s Guide came from 
a wholly unexpected quarter. 

The suit alleged Mid-West Farm 
Unit and its members conspired to 
destroy competition of other farm 
papers by setting up an unfair 
schedule of rates for advertisers who 
used the combined papers. 

It further charged that the activi- 
ties of Mid-West Farm Unit “are cal- 
culated to and in fact do operate in 
restraint of trade and commerce in 
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the state of Indiana and do create 
and carry out restrictions in trade 
and commerce in said state, and do 
limit and reduce the production of 
the plaintiff's trade and commerce in 
said state,” contrary to certain pro- 
visions of Indiana law. 

Another paragraph charges viola- 
tion of the Sherman anti-trust law. 

The suit will probably not be tried 
until fall. 


London Drape 
To Make Men’s 
Garb Obsolete 


New York, July 14.—Nation-wide 
promotion on a new model men’s 
suit which it is hoped will make the 
present styles of men’s and boys’ 
clothing “old fashioned,” and give 
new life to the entire clothing in- 
dustry, is scheduled to start Sept. 
12. 

The new model, known as the Lon- 
don Drape, is hailed in the trade 
press as the first important style 
change in the men’s clothing indus- 
try in the past decade, and is looked 
upon as the keynote of a campaign 
which will lift the entire industry 
to a plane of style and quality. 


Promote Style Sections 


Fairchild Publications, New York, 
publishers of Men’s Wear and other 
clothing publications, is promoting 
the national campaign, one impor- 
tant feature of which will be the 
publication in newspapers and col- 
lege papers of a special men’s style 
section early in September. 

Promotion of this new model suit 
will mean widespread renewal of 
wardrobes, according to Men’s Wear. 
Not only will suits, topcoats, and 
overcoats need replacing, but fur- 
nishings as well. 

The London Drape, or as it is 
sometimes called, the Imperial 
Drape, is a coat cut full across the 
shoulders in such a manner that it 
drapes naturally across the chest 
and at the sleeve-heads. The waist 
is more closely shaped than in pres- 
ent styles. 


CALLS MEETING 


Maj. Clark Howell, of Atlanta 

Constitution, and president of 

Southern Newspaper Publishers 

Assn., which meets at Asheville, 
N. C., July 18-20. 


Seven for Moran 


Bruce Moran and Associates, At- 
lanta, has been appointed to handle 
the accounts of Elberton Granite In- 
dustries and Granite Base Co., Elber- 
ton, Ga.; Sanitary Products Co. and 
Southern Mills, Atlanta; Piedmont 
Print Works and Southern Bleach- 
ery, Taylors, S. C.; and Lanett 
Bleachery & Die Works, West Point, 
Ga. Trade papers will be used. 


Uphold State Sales Tax 


Constitutionality of the 1930 Mis- 
sissippi tax of one-fourth of 1 per 
cent on retail sales, and doubling the 
rate for chains of five or more stores, 
was upheld by three Federal judges 
in a special session at Jackson, July 
8. This law has since been super- 
seded by a 2 per cent sales tax. 


Keystone Appoints 


Keystone Chemical Corp., Detroit, 
cleansers and water softeners, has 
placed its account with C. C. Win- 
ningham, Detroit. 


issue. 


“We are in the Midst of the 
Biggest Development Program 
In Our History-- 


—we have added customers that normally we 
could not reach. We are penetrating markets that 
will ultimately enlarge our volume and scope of 
sales operations many times.”’ 


Those are, in part, the words with which P. B. 
Batten, President, The Twin Disc Clutch Com- 
pany, summarizes the results of one of the most 
thorough and aggressive marketing programs un- 
dertaken by a manufacturer of industrial equip- 
ment during the last two years, in the lead article 
in CLASS & INDUSTRIAL MARKETING, July 


That article is well worth your reading, because 
it outlines every step of a masterful job of study- 
ing trends in specialized markets and applying 
practical sales and advertising methods to the 
task of taking full advantage of those trends. 


If you haven’t this July issue, we'll send you 
a sample copy by return mail. Or you can make 
sure that you have this and future significant 
studies of marketing methods that are working 
NOW by simply sending $2 for the next 12 issues 
of CLASS & INDUSTRIAL MARKETING and 
your copy of MARKET DATA BOOK for 1932— 
free, postpaid. Write—NOW. 


CLASS & INDUSTRIAL MARKETING 
537 South Dearborn Street, Chicago 


PUBLIC TO WORK 
HARD TO LEARN 
NORGE SLOGANS 


Cross-Word Puzzles Key to 
Big Contest 


Detroit, Mich., July 14.—Cross- 
word puzzles took the spotlight on 
the stage of national sales contests 
this week with the announcement in 
the Saturday Evening Post of a $25,- 
000 “Rollator Cross Word Puzzle and 
Essay Contest” by Norge Corpora- 
tion. 

This prize competition for con- 
sumers, continuing through August 
27, will be complemented by an “Ex- 
tra Power Sales Contest” for distri- 
butors, dealers and salesmen, run- 
ning concurrently. 

Newspapers in all principal cities, 
starting late this month, Good House- 
keeping and the Saturday Evening 
Post, carrying contest copy, will sup- 
plement the regular Norge outdoor, 
magazine and spot radio schedule. 

Included in the publicity program 
will be a Hollywood dispatch of pic- 
tures showing pretty movie stars 
posing with Norge refrigerators. 


Must Visit Dealer 


Rules of the consumer competi- 
tion require contestants to register 
with a dealer in order to receive a 
copy of a book containing 15 puzzles 
and a running story about the re- 
frigerator. Solution of the puzzles 
will reveal a panorama of Norge ad- 
vertising slogans and sales points. 

In addition the entrant will be re- 
quired to write an essay on “Why I 
Prefer the Norge.’ Prizes will be 
divided into 50 territorial awards of 
$500 each. 

For the trade, promotional broad- 
sides, three for the dealer and four 
for the salesman, will be mailed peri- 
odically throughout the competition. 

An animated sales chart, built on 
a quota basis, will be kept for each 
salesman entered in the “Extra 
Power Contest.” As sales are made 
a miniature Viking ship will sail 
North and the temperature on the 
thermometer drop. Minor awards 
will be made to each salesman for 
each of his first three sales, and spe- 
cial prizes will be given those who 
lower the temperature below 50 de- 
grees. 

Cramer-Krasselt Co., Milwaukee, is 
handling the campaign, with Harry 
W. Terry as account executive. 


“One Profit” Claims 
Ordered Discontinued 


Federal Trade Commission has or- 
dered Brown Fence & Wire Co., 
Cleveland, selling to farmers, to stop 
advertising that it manufactures or 
grows certain items which it pur- 
chases from others. 

The company is also directed to 
stop asserting, directly or by impli- 
eation, that goods purchased by it 
from other manufacturers go to the 
consumer without a middleman’s 
profit. 


California Tourist 
Trade Still Good 


During the first five months of 
1932, 246,846 tourist cars from other 
states entered California, a decrease 
of less than 1 per cent from last 
year, Don Thomas, executive secre- 
tary, All-Year Club of Southern 
California, has announced. The 
tourist industry is the third largest 
in the state. 

Mr. Thomas reports an increase of 
28 per cent in inquiries. 


Coal Men Advertise 


In an effort to encourage early buy- 
ing. Fuel Merchants’ Assn. of Mil- 
waukee is running a brief co-oper- 
ative campaign, using newspapers 
and posters. 


Hauthaway Has Agency 


The account of C. L. Hauthaway 
& Sons, Lynn, Mass., has been placed 


with Charles W. Hoyt Co., Boston. 


—— 
ee 


“NICE SWING," SAY GOLFERS 
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Bauer & Black's latest window display for supporters illustrates the 


care taken to make illustrations 


authentic, securing belief for its 


Forecast Big 
1932 Earnings 
For A. T. Co. 


New York, July 14.—Earnings of 
American Tobacco Company for the 
first six months of 1932 promise to 
be the largest in the company’s his- 
tory, according to Wall Street Jour- 
nal, even exceeding those of the last 
six months of last year. 

Earnings in that period were larger 
than heretofore because of the price 
of $6.85 a thousand established July 
1, superseding the old price of $6.40 
a thousand. 

This year, however, consumption of 
all cigarettes has declined, although 
the loss by Lucky Strike is said to 
be smaller than of many other 
brands. 

Tobacco Leaf believes the 1932 rec- 
ord, if it materializes, will be accom- 
plished partly by reducing expenses, 
largely by increasing sales volume of 
American Tobacco Company’s other 
brands. 

“The company, through its sub- 
sidiary, American Cigar Company,” 
it explained, “has substantial own- 
ership in Henry Clay and Bock & 
Co., Ltd., manufacturers of La 
Corona, Bock, Henry Clay and other 
cigars.” 

In addition 


to transferring its 
Havana factories to the United 
States, the company is building a 
new plant at Trenton, N. J., which 
will effect manufacturing economies. 


Macfadden Realigns 
Advertising Staff 


John F. Carter, formerly western 
manager, has been made advertising 
manager of Physical Culture, New 
York. Roland Crane, Chicago repre- 
sentative, becomes western manager 
and Robert E. Kennedy, New York 
representative, eastern advertising 
manager. 

Lester B. Tunison, former adver- 
tising manager of Physical Culture, 
has been transferred to True Story 
as vice-president. 


Publish Sports Directory 


Sporting Goods Dealer’s Trade Di- 
rectory, 1932-33 edition, listing man- 
ufacturers and jobbers of sporting 
goods, trade-mark names, etc., has 
just been published by the St. Louis 
paper. 


Four for Randall 


Fred M. Randall Co., Detroit, has 
been appointed to handle the ac- 
counts of Beach Development Co., 
Gear Grinding Machine Co., Invest- 
ment Counsel, and Machined Parts 
Corp., all of Detroit. 


Adcrafters Meet Printers 


A picked team of twelve members 
of Adcraft Club, Detroit, played a 
team representing Typothete Frank- 
lin, Detroit, in the third of a series 
of regular Adcraft Club golf tourna- 
ments July 13. 


To Make Novelties 


Perfection Products Corp., Newark, 
N. J., has been formed to make ad- 
vertising novelties. Principals are 
Carl F. Bierbach, Carl Fritz, and 
Herman Botwinick. 


COPY PURIFIED 
BY CZAR HAYS 


Los Angeles, Cal., July 14.—Adver- 
tising of motion pictures is in for a 
bath, as the result of an edict issued 
by Will Hays, film ezar, at a meet- 
ing of producers here. Titles of pic- 
tures will be censored too and there 
will be no more “Merrily We Go to 
Hell.” 

The industry adopted a code of 
ethics two years ago, but it was lost 
somewhere along the trail. It has 
been brought out, given a fresh coat 
of paint and will be rigidly enforced, 
Mr. Hays said. 

His office will scrutinize all film 
copy of the future before it gets into 
print. Punishment will be provided 
for violation of the rules. 

Here are some of the phrases in 
motion picture advertising which 
were held up as horrible examples 
and will be seen no more: 

From “Letty Lynton’—‘To her 
an affair to be forgotten when she 
had enough of it; but to him a liv- 
ing passion, a dangerous flame that 
flared to consume them both.” 

From “Redheaded Woman” — 
“Take all men as you find them; but 
take them.” 

From “Forgotten Commandments” 
—‘A young love swept into hasty 
marriage through fear, then en- 
gulfed in a new work of free 
thought, free life, and free love.” 

From “Molly Louvain” — “Love 
made her a bad girl for good.” 

From “This Is the Night’—‘“A 
bride who wasn’t. A husband who 
should have been.” 

From “Trial of Vivian Ware”’—‘I 
said, ‘Yes, if you marry me after- 
ward.’” 


Trade Association 


Executives to Meet 


American Trade Association Ex- 
ecutives will hold its annual conven- 
tion in Atlantic City, Sept. 14-17. The 
part trade associations may be ex- 
pected to play in the changing busi- 
ness scene will be the keynote. 

The organization is composed of 
executives of trade associations serv- 
ing many industries. 


Remains Representative 


Olive Parker, Chicago representa- 
tive of Collegiate Special Advertising 
Agency before its merger with Littell- 
Murray-Barnhill, is now representa- 
tive of Collegiate Publishers’ Repre- 
sentatives, the merged organization. 


Heinz Enlarges Can 


H. J. Heinz Co., Pittsburgh, is 
using magazines, newspapers, car 
cards and billboards to acquaint the 
public with the enlarged size of its 
baked bean cans, which are to sell 
at the old price. 


Newman Gives Course 


A summer course in advertising 
art is being given at Chicago Acad- 
emy of Fine Arts under the super- 


vision of Hugh M. Newman, manag- 
ing director of the academy. 


3+ ~~ 


Ee 


Det 
progra 
sales 
record 
combi 
of thr 
paper: 
stitute 
Sales 
Corp. 

The 
Sales! 
and 
News 
of 21 
22 ar 
comb 
lievec 
house 
comp 


i 


oe ' Se ee | 
re pe Poets q 
. 
7 as = ? ae e “a as 3 
| : ™ < 
—— : “ 
‘ { «< 
’ a . Ses 
“= ie me -4~ 
— | ¥ | ties : 
y } . % 7 
| 3 a vg \ \ ] 
om a PS eT A . j 
; ~ & . a ‘" A ah 5 ~ wes AN) AR: 
Picco | Rous . ee Ze : ' vita — ¢ A 
Meee | “Sls cai Lome 
esa 5 | | — (P —? \ Lo , = ¥ 
es, al —— © Know, " 
- oa es a — = 
= ee “5 
- i ie 3 : a : f ee 
ieee RT Y es ° . ; 
-. claims. Zipprodt, Inc., Chicago, produced this display. 
eS | | ———————————— —— — 
ey | === = 
Ba 
pce 
oes Fy 
Poe Re — ———<—— 
pte are irae 
es — | - Th 
; er ieee | rae 
ce gesti 
cla stead 
a a | pn 
ees 
es oe 7 
. the | 
so tl 
| comm 
es 
| vital 
tion, 
a ‘got 
es | said 
7 
aa ing | 
ee of ¢ 
| plisl 
So tere: 
a: , and 
ae In 
io | and 
. | ee Mr. 
| zt  §. | econ 
larg 
" of 
iy forr 
os evel 
P 
ee ( 
j C 
27 See eae | age 
Rig. ing 
a bil 
Mice 2 car 
ay “er 
; : 
el he rcnke | by 
tae Chea 
preci ors 
a dl ing 
Ste 
He 
onions, 4 
* tw 
tad 
Be SE th 
- | aoa Ps (tf 
Re | ha 
99 | ; 
_* Be 
— a lay 
hs ee - et si 
Saas tic 
ee G 
b 
Y 
ti) 
| sneiieiharitioni a 
1 
ee b 
P| b 
ee ee | 
pO 
[———~~—~————_7 PO : 
ae Ey te ee mr 0 gears See ee emma ae CS Sa A Ban ea hy Oe cn emnes (-  eunee ne Sp a Sy hea eset Seay ag 7a VOOR en oc eee aah 
ee ee - Fete. ee ans Rae ae ee, gg Ye eR bs Ue fame, Saeed ce re ee 
see See exe Bie eg Mee et wean iy. yea ae Eres ec Cy vere Sa ig a eS Te es eas Sr EN riage ph a) teed aE ae TEC Sy Toa eiag ian nic. eae SO i ffi ai er a ae e Se Airs At FOr 5 aes Reet fret My Ly tae ete ane 
er peer et Se eee a | oo Ps Ree oon ame —_ ee ee i x Pe Aa teeta eae 
; Be Pe ee ee cp pag hg PEON 8 ae nei ice i oo la gee, > eR eee "Sa, Ss 2 el eek eR deicee eee Ath ial. fy asm ye, «eee iieeamintcro ch N07 eo WAC Aa ine meen a eee aU ~ Oates Mace tle 
; Ba he cL ee eee oe EO Wied eet Re Boos koe ae Pe et) en: ie er ag PT gla oe aces gs RE Ne eR ie Woe at ee Bl, stig ~ A, GNBNSmE tee ERR hee ? ee se el ei ed ee ene Se ony HS ES pile ois 
gil ak 23a oa a Salma AS I ei San ok ee ee ei pe eis 3 oy Vienna xB RO ea 0 om ee cc geek Re aR Oh =. SR ee ter tare 


~~ Of 


——eEE 


July 16, 1932 


| 


ADVERTISING AGE 3 


G. M. C. STARTS 
3 NEWSPAPERS 
FOR SALESMEN 


Detroit, Mich., July 14-—A new 
program of advertising to dealers and 
salesmen, in which sales aids, sales 
records and news of the field are 
combined and published in the form 
of three full-size, eight-column news- 
papers, mailed monthly, has been in- 
stituted by the Buick-Olds Pontiac 
Sales Co., division of General Motors 
Corp. 

The three publications, “The Buick 
Salesman,” “The Pontiac Chieftain,” 
and “The Oldsmobile Salesometer 
News,” have a combined circulation 
of 21,000. First issues contain 20, 
22 and 16 pages, respectively. The 
combination, in sheer wordage, is be- 
lieved to represent the most gigantic 
house organs ever launched by any 
company for its own sales forces. 


Getting Figures Read 


The policy of presenting sales sug- 
gestions and statistics as news, in- 
stead of in the form of direct sales 
talk and dry figures, was adopted, 
according to W. A. Moffett, director 
of publicity for Campbell-Ewald Co., 
the General Motors agency, “simply 
so the men would read them.” 

“Though periodic sales tables are 
vital to every man in the organiza- 
tion, the old style listings seldom 
‘got over’ by themselves,” Mr. Moffett 
said. 

“The new newspaper plan, provid- 
ing human interest from every plane 
of our own sales world, is accom- 
plishing the job of providing an in- 
teresting background for the facts 
and figures we want to disseminate.” 

Incidental to the main purpose, 
and an effect rather than a cause, 
Mr. Moffett said, is the factor of 
economy. The newspapers have 
largely supplanted the endless flow 
of broadsides and brochures that 
formerly flooded every salesroom and 
every salesman’s mailbox. 


Postal Letters 
Copyrighted by 
Printing Guild 


Chicago, July 14.—Three-cent post- 
age and the consequent attention be- 
ing given by advertisers to the possi- 
bilities of the staple one-cent post 
ecard have resulted in the birth of 
“engraved U. S. postal letters.” 

The phrase has been copyrighted 
by Printing Guild of America, a new 
organization in the Palmolive Build- 
ing. John P. Cussen and Albert 
Steube, formerly with Louis A. 
Hebert, are principals. 

A U. S. postal letter is treated in 
two colors to look like a letterhead, 
the name being engraved. It is said 
to be the first time a U. S. post card 
has ever been engraved. 

The Guild has also produced “Royal 
Background” post cards for circu- 
larizing, the engraved cards being de- 
signed for individual communica- 
tions. 


C. C. Goodrich, 
Tire Man, Dead 


Charles C. Goodrich, son of B. F. 
Goodrich, founder of Goodrich Rub- 
ber Co., Akron, died at his home in 
York, Me., July 10. He was 60 years 
old. 

He had not been active in the 
affairs of Goodrich Rubber Co. since 
1907, but continued a member of the 
board of directors. He was a mem- 
ber of the Maine house of represen- 
tatives. 


To Advertise School 
School of Engineering, Milwaukee, 
has placed its account with Klau- 


Van Pietersom-Dunlap' Associates, 
Milwaukee. 


New Model for De Soto 


De Soto Motor Corp., Detroit, has 
added a custom town car to its pres- 


ent models. 


DRUG MANUFACTURERS 


and’ ADVERTISING AGENCIES 
HANDLING DRUG ACCOUNTS 


Effective October 1, 1932 


MERICAN DRUGGIST 


The Foremost Magazine in the Drug Field offers the 


LARGEST DRUG STORE 
CIRCULATION 


50,000 DRUG STORE CIRCULATION 
CIRCULATION DOUBLED « NO INCREASE IN RATES 


In the last five years 
American Druggist has 
see become the largest paid circulation magazine in the drug field, and 
the circulation is A.B. 


eee gained more advertising in pages, in lines, in dollars—any way 
you want to figure it 


ss 


se achieved dominating editorial leadership, coming first on every survey 


e 


sae 


seebeen quoted more times in more newspapers than all other drug 
journals in the United States combined 


and NOW 


American Druggist announces—not merely the largest 
AB.C. circulation—but complete coverage of the drug 
stores of the United States, and on a paid circulation basis. 


aay 


Advertisers now can cover the entire drug field with one 
magazine—the magazine—and get more space for less 
money than in any other drug magazine of national cover- 
age. There is no increase in rates! 


AMERICAN DRUGGIST 


The Pharmaceutical Business Paper 


: i Chicago: 919 No. Michigan Ave. 
eee ee seinen San Francisco: Hearst Bldg. 
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Defining Trading Areas 


A great many advertisers are in- 
terested in the definition of local 
retail trading areas, and hence much 
of the study devoted to general con- 
sumer markets in the past few years 
has been applied to this subject. The 
results have been to add materially 
to the knowledge of our markets, 
and hence to the improvement of ad- 
vertising methods. 

A considerable number of organi- 
zations, some representing associa- 
tions and others large companies 
having a primary interest in the sub- 
ject, have worked in this field, and 
have published data with reference 
to trading areas. The Department 
of Commerce has contributed other 
valuable information. As it hap- 
pens, however, the trading areas de- 
fined by one group have seldom co- 
incided with those mapped out by 
some other. 

The reason seems to be that there 
is no generally accepted method of 
defining a trading territory. Pre- 
sumably each organization which has 
set out to do this work has had its 
own ideas as to what should be in- 
cluded, and has proceeded along this 
line without reference to what others 
have done, or the methods they may 
have used. The results, while in- 
teresting and helpful up to a certain 
point, have tended to be confusing 
because of the variations in the re- 
sults. 

Why would it not be possible for 
all of those who are working on this 
subject to get together and agree on 
terms and methods? If such a uni- 
form agreement were established, 


and the approved method of deter- 
mining the trading unit were gener- 
ally used, there would be less oppor- 
tunity for the introduction of varia- 
tions, and the advertisers would be 
able to use the information thus ap- 
plied with greater assurances of its 
value. 

The Census of Distribution has 
made figures on trading areas more 
important than ever before, because 
the accurate definition of market 
territories enables sales potentials to 
be determined with more than a fair 
degree of assurance. Even with 
changing conditions which have re- 
duced sales totals, the relative situa- 
tion remains about the same, and 
the significance of the figures to 
the merchandiser is not seriously 
affected. 

In getting together for the discus- 
sion of uniform definition of terms 
and methods in the establishment of 
local trading areas, it might be em- 
phasized to advantage that no uni- 
form rule can be laid down. The 
old plan of figuring “twenty-five 
miles from the courthouse,” as was 
formerly done in many urban centers, 
leads to some rather ridiculous er- 
rors in fact. Actual study of the 
region and its peculiarities, likes and 
dislikes is necessary to get the an- 
swer that advertisers need. 

The value of data on trading areas 
is so great that all concerned should 
be interested in eliminating error, 
and this can be done by having a 
conference of those who are actu- 
ally doing this kind of work. 


The New lowa Idea 


A remarkably widespread flow of 
Publicity followed the meeting of 
the farmers of Mitchellville, Ia., 
who recently got together and de- 
cided that there was no reason why 
they should not buy what they need 
and can afford to pay for. Their 
decision was part of a common- 
sense view that farm products 
would be helped by broadened de- 
mand, and that if everybody would 
buy what he needs and can pay for, 
the entire business situation will be 
improved, and everybody will be 
helped. 

The reason why this activity is 
getting so much attention, probably, 
is that there was nothing said about 
a “drive”, and no appeal to patri- 
otic sentiments was involved. No- 
body is being asked to buy except 
to help himself, and the element of 
self-interest is the motive empha- 
sized. That everybody will profit 
from a general loosening up is so 
evident that the double value of cur- 


rent purchasing is acknowledged. 

Since these Iowans have held 
their meeting, others have followed 
their example, and spontaneous ac- 
tion by groups of citizens, in ordi- 
nary walks of life, all over the 
country, is keeping the ball rolling 
with the idea that normal purchas- 
ing, of things which the purchaser 
can afford to buy, is the logical pro- 
gram for every individual. 

This sort of thing will help to 
destroy the psychology which has 
gripped a great many people, and 
caused them to feel that excessive 
thrift is the popular thing. Brag- 
ging about not spending can be 
made unpopular, and when it is, as 
the result of the applied common 
sense of the ordinary people of the 
country, normal spending will be 
more in evidence. 

But these people will buy for 
their own satisfaction and not to 
achieve too remote an objective of 
altruism. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


405. Single Column Advertisements. 


The New York Times recently con- 
ducted a typographical contest for 
single column newspaper advertise- 
ments, and the winners are presented 
in this folder. The advertisements 
are presented as they would be in a 
regular Times page. Advertisers and 
agencies who are using small space 
will find some helpful suggestions in 
the folder. 


406. Roadside Market Facts. 


The roadside market follows the 
seasons, this booklet by Wayside 
Salesman points out. Many owners 
of stands move to the South in the 
winter, returning to the North when 
summer comes again. The survey 
made by the company also indicated 
that 1932 will be the gveatest road- 
side year in history, with the public 
seeking inexpensive pleasures. Other 
salient facts are given. 


407. Sixteen Surveys. 


How to distribute catalogs in the 
building field has always been a moot 
question. In this book, F. W. Dodge 
Corporation presents evidence to sus- 
tain its argument that combined 
catalogs under one cover are the 
most effective. 


408. Consumer Location Survey. 


The Farmer and Farm, Stock and 
Home went to 38 leading jobbers to 
get their pictures of the purchasing 
power of the farmer. The results are 
given in this booklet. 


394. Newspaper Circulations in 


Iowa. 

In this unusual booklet, the Des 
Moines Register and Tribune com- 
pare their circulations in Iowa with 
those of other newspapers. Maps of 
counties and A. B. C. trading areas 
make the figures easy to grasp. 
Forty-seven newspapers are com- 
pared in this way. 


385. What Is This Banker Influ- 
ence? 


This booklet by American Bankers 
Association Journal discusses the in- 
fluence of bankers on advertising 
and advertising campaigns. This is 
not of the long distance variety, 
either, according to a table analyzing 
the make-up of 29 companies. Of 
353 directors, 79 are bankers and 84 
others have banking interests. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


379. Cosmetic Preferences of College 
Girls and Women in Small Towns. 


The Household Magazine has an- 
alyzed results of its beauty contest 
for women of small towns. Out of 
3,871 mentions, creams, cleansers, 
astringents, and skin foods led the 
parade with 1,031. Next came soap, 
466; face powder, 398; rouge, 270; 
lotions, 250, and so on down the list. 
Pond’s Extract Company received the 
largest individual mention, 209, the 
ratings of a score of others being 
given. The booklet also indicates 
cosmetic brand preferences of col- 
lege girls, as ascertained by Erwin, 
Wasey & Co. for College Humor, a 
strong similarity in thinking habits 
of the two classes being indicated. 


——— 


SHOE INDUSTRY NEEDS BACKBONE 


It is not, however, unique in that respect, "Men's Wear" remarks. 


Voice of the Advertiser 


“Pictorial Review” 
Claims First Cut 

To the Editor: In your July 2 
issue, in the article about reduced 
advertising rates, there is a _ state- 
ment that McCall’s started the re- 
duction with an announcement Dec. 
2, 1931. 

We are quite proud of the fact that 
we started the reductions in rate as 
per our announcement of July 13, 
1931, effective with the October issue, 
which was in turn followed by 
others. 

T. WYLIE KINNEY, 
Adv. Mer., Pictorial Review, 
New York. 
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Oil Production Is 


Being Maintained 

To the Editor: You are right so 
much of the time that when you do 
make a slip it merely emphasizes 
your high percentage of efficient re- 
porting. 

In ADVERTISING AGE of July 2 Copy 
Cub said “the oil industry is having 
trouble maintaining its gallonage.” 
Figures released by the Department 
of Commerce for the first 4 months 
of 1932 show a shrinkage in retail 
gallonage of only 2.75 per cent. That 
comes as close to being a depression- 
proof volume as anything I know 
about. 

H. S. Irvine, 
Pres., Irving-Cloud Publishing Co., 
Chicago. 
Vv 7 v 


Furniture Makers 


Have “Guild” Plan 


To the Editor: In a recent issue 
of ADVERTISING AGE I noticed the 
story about furniture men wanting 
another Berkey & Gay. Perhaps you 


are not familiar with the fact that 


some time ago there was organized a 
non-profit organization known as the 
Grand Rapids Furniture Makers 
Guild, which includes 10 Grand 
Rapids manufacturers of the quality 
group. 

Since the January market, at 
which time it was first introduced to 
the trade, 165 of the comparatively 
small group of stores throughout the 
country that were invited to become 
dealer members, have signed appli- 
cation forms and are beginning to 
function under the Guild plan. This 
has no connection whatever with 
other guilds that have been formed 
from time to time in the past. 


LAWRENCE F. CALAHAN, 
Sec., Periodical Publishing 
Co., Grand Rapids, Mich. 


7,  F 


Photoflash Bulb Kills 
Flashlight Industry 


To the Editor: In your issue of 
July 2 Copy Cub comments that no 
one misses the old photographic flash- 
light except the chap who wants the 
world to know his picture is being 
taken. 

With all due respect to the makers 
of the Photoflash bulb, a marvelous 
invention and one which indeed has 
revolutionized the working of many 
branches of photography, how about 
adding to your “objectors” a num- 
ber of manufacturers of flashlight 
powder and flashlight lamps, pistols 
and guns? 

Most of these firms have been in 
business for many years, making a 
comfortable or at least a decent liv- 
ing and employing a certain number 
of persons. The flash powder indus- 
try now is practically destroyed and 
is no longer a factor in the photo- 
graphic field. 

CHARLES ABEL, 
Charles Abel, Inc., Cleveland. 
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YOU INHALE? 


Advertiser: Eastman Kodak 


Agency: J. Walter Thompson Co. 

Space: Back Cover 

Reader Interest: 657% better than 
average page 


40% 


Advertiser: Frigidaire 

Agency: Geyer Co. 

Space: Back Cover 

Reader Interest: 56% better than 
average page 


Advertiser: Jantzen 


Agency: Botsford, Constantine & 
Gardner 
Space: | Four Color Third Cover 


Reader Interest: 62% better than 
average page 


of Liberty’s 
page ads 


as compared to 13% of those in 2nd weekly 
7% of those in 3rd weekly 


are among “best read ads” 
of past 9 weeks 


—according to the “what did you read” check 
of 9 samples of 150 persons each, made 
to date, by Percival White, Incorporated 


WEEK OF JULY 2 
All page ads in Liberty | 


stopped on average: 


11% more persons than 
in second weekly 


29% more persons than 
in third weekly 


ERE, again, are the ‘best 

read ads of the week”’ as re- 
ported from this week's count of 
exactly what 150 ‘‘readers’’ of 
Liberty, Collier’s and Saturday 
Evening Post actually read. 

This is the ninth week of the 
Percival White, Incorporated, sur- 
veys. And for nine weeks, an aver- 
age of 40 per cent of Liberty's page 
advertisements has appeared on the 
“‘best read” list. 

The second weekly averaged 
13 per cent of its page ads on the 
“‘best read” list. 

The third weekly averaged 7 per 
cent of its page ads on the “‘best 
read” list. 


iberty.. 


Are these odds working for or 
against the effectiveness of your 
advertising? 


Reader Interest 
Not Everything 


These weekly surveys attempt to 
find out what—and how much— 
people read. Of course, people do 
not buy merely because they read. 
The persuasiveness of what they 
read determines that. (Which is 
the copy writer's job.) But they've 
got to read before they can be per- 
suaded. So reader interest is a pri- 
mary requirement. (Which is the 
magazine's job.) And when 40 per 
cent of the ads in one magazine find 
a maximum audience—compared 
to 13 per cent in another magazine 
and 7 per cent in a third—then, we 
say that the odds for your adver- 
tisement in the first magazine 
reaching maximum effectiveness 
are rather overwhelming. 


Think It Over 


Many executives are watching 
these reader interest results every 
week. They note, week 
after week after week, 
how great a proportion 


of Liberty's ads are ‘‘best read"’... 
how all advertisements in Liberty 
average 21% to 61% greater reader 
interest (which means 21% to 61% 
greater real circulation). Many of 
these executives are beginning to 
realize that theirs should be no 
mere thoughtful, scholarly, ob- 
jective contemplation; that this is 
no cloistered delving into meta- 
physical abstractions; that here are 
facts about people who are living, 
reading, reacting, buying now; that 
these counts of 21% to 61% greater 
reader interest mean that 21% to 
61% more prospects may be seeing 
Somebody's advertising this week, 
without that Somebody spending 
a penny more, merely because that 
Somebody recognizes changing 
times, changing magazine tastes 
and has courage enough to sacri- 
fice tradition to conviction. 

The facts exist, whether they 
remain only an object of the 
student’s regard or are turned to 
the pragmatist’s profit. They have 
existed for the past 9 weeks. They 
exist this week. They will prob- 
ably continue to exist next week 
and the week after. 

When they will begin toexist for 
you is entirely up to you. 


we 
Watch in next week’s 
issue for “Best Read 


Ads” of July 9 


America’s BEST READ Weekly 


Advertiser: Lucky Strike 

Agency: Lord & Thomas 

Space: Back Cover 

Reader Interest: 79% better than 
average page 


POCKET BEN TAKES 
HARDEST DRIVES 


OF CHAMPION BILLY, BURKE 


Westclox POCKET BEN 


Advertiser: Westclox 


Agency: Batten, Barton, Durstine 
& Osborn 
Space: Black and White Page 


Reader Interest: 47% better than 
average page 


Who reads the Big 
Weeklies? 


HE Percival White, Incor- 

porated, investigators call 
at random, all over town, good 
neighborhoods, middling, poor. 
Wherever they find any of the 
three big weeklies they inter- 
view the reader. Here is where 
they have found them during 
the White Surveys to date: 


Per Cent of Interviews by 
Income Class of Readers 

(9 Week Total) 
A B ¢ D 
Liberty 2% 40% 54% 4% 
Second Weekly 2% 41% 54% 3% 
Third Weekly 4% 42% 51% 3% 


3s 


READER INTEREST 
RANGE 
For all page ads in 
Liberty 
Collier’s 
Sat. Eve. Post Sve fr 
Issues of July2nd/ jipeRTy 
(ian and Women Combined) TPR ig 


Ads in Second Weekly 


Avcrage for 
Ads in Third Weekly 


Percentages based on urculahan 


NO Adv PAGES 
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IN JOINT COPY 


Railroads Show New Spirit 
of Co-operation 


New York, July 14.—Believing 
they could not afford to do an ade- 
quate job singly, the New York and 
Pennsylvania railroads have united 
in a two-week newspaper campaign 
announcing air conditioned cars on 
their principal trains. 

The advertising is creating wide- 
spread comment because, unlike 
other co-operative campaigns featur- 
ing tours and reduced fares in which 
the two roads have participated, copy 
deals with a distinctive service being 
offered at present by only one other 
road, the Baltimore & Ohio. 

For this reason the managements 
were reluctant to approve the idea at 
first, but the necessity for economy, 
plus agreement as to scope and char- 
acter of copy, finally won the day for 
the cooperative plan. Both roads 
place copy on the passenger service 
on a national basis, instead of con- 
fining it to cities on their lines. 

In addition to nine leading cities 
served directly, announcements are 
appearing in Milwaukee, St. Paul, 
Minneapolis, Kansas City, Los An- 
geles, San Francisco, Seattle, Dallas, 
Houston, Tulsa and Omaha. 

One piece of 500-line copy is being 
used from one to three times in each 
of the leading newspapers, seven in 
New York and four in Chicago, on a 
staggered schedule. 

The advertisement introduces the 
subject with an illustration of a 
thermometer marked off at “summer 
heat.” The gist of the text is ex- 
pressed in the punch line, “You have 
enjoyed fast time on the famous fly- 
ers of these railroads, now enjoy a 
cool time as well!” 


Dividing the Glory 


The advertisers are mentioned five 
times, the advantage of precedent 
being nicely apportioned by putting 
the New York Central first in the 
headline and once in the body of the 
advertisement, while the Pennsyl- 
vania is first in the text twice and 
first in the signature. 

The choice of the agency, Lord & 
Thomas, was determined by the con- 
vention that leaves this detail to the 
chairman of the committee in charge 
of co-operative railroad campaigns in 
the metropolitan area, who is ex- 
pected to name his company’s regu- 
lar counsel. In this instance, P. V. 
D. Lockwood, advertising manager 
of the New York Central Lines, was 
in charge. 

There will be no co-operative ad- 
vertising of air conditioning alone 
following the announcement cam- 


DEMONSTRATE PERFECT LIGHTING 


General Electric Co. has installed "Light Incorporated" at Nela Park, 
Cleveland, to show how a — should be utilized in window 
isplay. 


paign, as the roads plan to advertise 
this feature in connection with their 
important trains. 

Owing to the character of the copy, 
the Baltimore & Ohio could not take 
part. This road broke the news of 
its air conditioned equipment last 
summer in a magazine and newspa- 
per campaign through Batten, Bar- 
ton, Durstine & Osborn. 

The many advocates of co-opera- 
tive railroad advertising have two 
reasons to feel enthused this week, 
the campaign under discussion being 
one and the acceptance by Daniel 
Willard, president of the Baltimore 
& Ohio, of the chairmanship of a 
special committee of the Association 
of Railway Executives to cope with 
the industry’s ills, the other. 

Mr. Willard’s acceptance was pred- 
icated on the agreement among the 
country’s leading lines to co-operate 
more closely than ever before, and 
with an advertiser of Mr. Willard’s 
talents as “czar,” advertising will 
have a powerful ally in the industry. 


Cut Car Tariff 


Brazilian import duties on auto- 
mobiles and related products which 
were scheduled to go into effect in 
March and later postponed until 
July 1, have been reduced by govern- 
mental decree, the Department of 
Commerce has been informed. 
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FURNITURE MEN 
SEEK NEW LINES 


Chicago, July 14.—Furniture and 
department stores are seeking new 
lines of merchandise, especially 
those with demonstrated economy 
appeals, a nation-wide survey by J. 
R. Bohnen, secretary, American 
Washing Machine Manufacturers’ 
Association, reveals. 

Of 107 furniture stores, 80 per cent 
reported the introduction of at least 
one new department, and more than 
half have added more than one de- 
partment. The same is generally true 
of department stores. Home equip- 
ment, especially household appli- 
ances, are the most frequently added 
departments. 

“The investigation reveals that 
the department store is selling a 
larger share of electrical appliances 
than formerly, and that the progres- 
sive furniture store is becoming a 
departmentized home _ furnishings 
store,” Mr. Bohnen said. 


Three Join Green, 


Fulton, Cunningham 
F. P. Wagener, F. E. Duggan and 


Wendell Walker, formerly’ with 
Faxon, Inc., Chicago, have joined 
Green, Fulton, Cunningham Co., 


Chicago, as account executives. 

Advertising of Prima Co., Chicago; 
Wm. Cooper & Nephews, Chicago; 
Kent Pharmacal Co., Covington, Ky.; 
D.D.D. Corp., Batavia, Ill.; and Nu- 
rito Co., Chicago, is now being placed 
by this agency. 


General Motors Sales 


Decline in June 


June sales of General Motors Cor- 
poration to consumers in the United 
States totaled 56,987 cars, as against 
63,500 last month and 103,303 last 
June. 

Sales to dealers and foreign sales 
during June showed approximately 
the same decline. 


Ivie Joins Allen 


Kenyon Ivie, for ten years with 
Hearst newspapers, has joined Mar- 
tin Allen, Los Angeles agency. 


Henderson Honored 
Ralph D. Henderson, business man- 
ager, Houston Press, was elected 
president of Houston Rotary Club 
at its annual meeting. 


Weeklies’ Loss 
In Revenue Is 
8.5 Per Cent 


St. Paul, Minn., July 14.—Medium 
sized dailies in the United States 
suffered a decline of 8.9 percent in 
revenue in 1931, compared with 1930, 
the loss including an average drop of 
10.7 per cent in advertising revenue, 
Herman Roe, field director, National 
Editorial Association, will report to 
the annual convention at San Fran- 
cisco July 19. 

Suabscciption revenue showed an 
increase of 7.4 per cent, partly due 
to a drive to stimulate collections. 

Weekly newspapers show a decline 
in revenue of 8.5 per cent, with a 
slightly larger average decline in 
towns of over 2,000 than in those of 
1,000 and less. Advertising revenue 
was off 9.1 per cent among the week- 
lies. Subscription revenues were off 
8.3 per cent. 

Weeklies’ advertising revenue was 
48 per cent of total income in 1931, 
and circulation 11.5 per cent. 

On May 1 of this year 309 country 
newspapers were fully audited ac- 
cording to the set-up of the Newspa- 
per Association Managers, Inc., of 
the United States, in co-operation 
with the National Editorial Associa- 
tion. Nebraska and New York state 
have the largest number of audited 
country papers, with 67 each. Next 
come Iowa with 30, Pennsylvania 
with 29, North Carolina with 26 and 
Colorado with 17. 


Drug Paper Adds 
25,000 Readers; 
Keeps Old Rate 


New York, July 14.—Despite gen- 
erally declining circulations, an in- 
tensive campaign now* in progress is 
evpected to bring the paid circula- 
tion of American Druggist to 50,000 
by Oct. 1, it has been announced. 
This compares with about 25,000 at 
the end of 1931. 

No increase in rates will be made 
despite the large increase in circula- 
tion. 

The increase is due, the publishers 
say, to changing the former policy of 
concentrating on primary buying 
markets to one of reaching all pos- 
sible going units in the field. 


United Seeks Reasons 
for Smoking a Pipe 


United Cigar Stores Co. is offer- 
ing $1,000 in prizes for best letters 
of 50 words or less on why every 
man should smoke a pipe. 

Accompanying the contest is a spe- 
cial deal on pipes, two $1 pipes being 
sold for $1.01, and two 50 cent pipes 
for 51 cents. 


Utilities Forbidden 
to Absorb New Tax 


Electric power companies may not 
absorb the new tax on electricity, but 
must pass it on to consumers, the 
Bureau of Internal Revenue has de- 
cided. 

Otherwise, the Bureau held, com- 
petition would be based largely on 
discounts to the consumer. 


J. B. Brown Cleared 


James B. Brown, former editor-pub- 
lisher of Louisville Herald Post, and 
president of National Bank of Ken- 
tucky, has been cleared of charges 
arising out of the closing of this 
bank following the crash of Cald- 
well & Co., Nashville investment 
bankers. 


James Jae Promoted 


James F. Jae has been appointed 
local advertising manager of Des 
Moines (Iowa) Register and Tribune, 
with Joseph G. Lipshie his assistant 
and Warren C. Garst as classified 
manager. Forrest R. Geneva con- 
tinues as advertising manager. 


Burnham in New Post 


Don Burnham, formerly’ with 
Faxon, Inc., Chicago, has joined 
Schweizer-Steitz Co., Chicago, as ac- 
count executive. 


POSTAL TRAINS 
MESSENGERS TO 
PROVIDE LEADS 


Company Expected to Sell 
Many Products 


New York, July 14.—As the latest 
step in its merchandising program 
on electric clocks, Postal Telegraph 
Company is training its 7,000 mes. 
senger boys to act as scouts for the 
sales force. The youngster’s func- 
tion is to turn up live prospects by 
reporting on clock equipment in offi- 
ces and stores where they make de- 
liveries. 

Where sales result from the boys’ 
tips, they share the salesman’s com- 
mission. In some localities, the plan 
of permitting messengers who meet 
certain qualifications to handle the 
entire transaction without adult 
help is proving successful. 

Having cut its teeth on the elec- 
tric clock, the Postal Telegraph Sales 
Corp., merchandising subsidiary of 
the telegraph company, gives prom- 
ise of becoming a power in the spe- 
cialty selling field. While officials 
say no new products will be added 
until distribution on the clock is 
complete, the company has qualified 
in every state for the sale of goods 
of all description. 


Will Test Windows 


Postal has 2,000 unemployed store 
windows, most of them in expensive 
retail locations. It is eagerly await- 
ing completion of national distribu- 
tion on the clock so that possibilities 
of the windows can be tested with 
an intensive point-of-purchase cam- 
paign. 

This indicates that next year will 
see the gradual addition of special- 
ties for offices and stores, although 
water coolers, air conditioners, type- 
writers, office machines and supplies 
are also possibilities. 

Grocers are advised to install a 
clock so that customers can learn the 
correct time when they ’phone the 
daily order. Marking the time on 
the order slip, it is pointed out, also 
eliminates the frequent arguments as 
to whether Mrs. Housewife placed 
her order early enough to catch the 
first delivery. 

Hospitals are told their patrons 
want to know the exact hour the 
stork makes his visit. One thought 
so highly of the idea that it adver- 
tised it could deliver babies by Postal 
Telegraph Bichronous Electric Time. 


Adams Grease Gun 
Does Not Infringe 


A new grease gun produced by 
Adams Grease Gun Corp. does not 
infringe existing patents, the U. S. 
Circuit Court of Appeals for the 
Southern District of New York has 
held. 

Action was brought by Gat Gun 
Lubricating Corp., and Alemite Corp. 


“Building Owner and 


Manager” Is Started 


Lexington Publishing Co., 480 Lex- 
ington Ave. New York, has sus- 
pended publication of The Superin- 
tendent. 

Building Owner and Manager, a 
new publication by the same com- 
pany, made its appearance with the 
July issue. 


Johnson Back on Job 


Ralph C. Johnson, vice-president in 
charge of the Chicago office of Dry 
Goods Merchants’ Trade Journal, has 
returned to his desk after a success- 
ful eye operation. The Chicago office 
has been moved to 180 N. Michigan 
Ave. 


McMurphy Starts Agency 


George McMurphy, Portland, Ore., 
who has specialized in amusement ad- 
vertising, has organized an agency 
to employ theatrical methods in gen- 
eral merchandising and _ publicity 
campaigns. 5 
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Gallup Surveys for 
‘Liberty’ Studied by 
New York Agencies 


New York, July 14.—In order to 
arrive at a better understanding of 
the technique and findings of reader 
interest surveys conducted by Liberty 
and research organizations, the re- 
search committee of the New York 
Council of the American Association 
of Advertising Agencies, of which 
L. D. H. Weld, of McCann-Erickson, 
Inc., is chairman, has begun a study 
of the subject. 

The first meeting was addressed 
by Dr. George H. Gallup, director of 
copy research, Young & Rubicam; 
Daniel Starch of Daniel Starch and 
Staff, who heads the department of 
research of the Four A’s; and Perci- 
val White, Percival White, Inc., who 
is now in charge of Liberty’s reader 
interest surveys. 

Reader interest surveys of na- 
tional advertisements were  intro- 
duced by Dr. Gallup under the spon- 
sorship of Liberty, which is continu- 
ing the service on a comprehensive 
scale. The first test of the method 
was made by Dr. Gallup for the 
Des Moines Register and Tribune. 


Gallup Gives Views 


Commenting on current reactions, 
Dr. Gallup told ADVERTISING AGE all 
methods of rating advertisements 
have definite limitations and the re- 
sults must be interpreted judiciously. 


“Frequently the results shown by 
keyed copy and the method of meas- 
uring reader interest agree,” he said. 
“Often they are in direct contradic- 
tion because the two methods meas- 
ure different things. 

“The reader interest method tells 
the advertiser the size of the 
audience attending a particular ad- 
vertisement. It identifies this au- 
dience, and tells how many were 
sufficiently interested to read his 
message. The number of inquiries 
from this same advertisement may, 
in the case of some products, pro- 
vide him with a measure of the rela- 
tive responsiveness of this audience. 

“The fact that an advertisement 
has been seen and read by the larg- 
est audience does not necessarily 
mean that it will produce the great- 
est sales. Neither does the fact it 
has produced the greatest number 
of inquiries mean it will produce the 
greatest sales. 

“However, the advertisement 
which has interested the greatest 
number of readers undoubtedly has 
the best opportunity to produce 
sales. The use the advertiser makes 
of the opportunity is another matter, 
to be measured in other ways. 

“Whether one method agrees with 
the other in predicting sales, or 
whether one method is better than 
the other, is subordinate to this: 
Will the two methods together pro- 
vide a better forecast of sales than 
either method alone? 

“When using one or both methods 
the advertiser must control the pro- 
cedure carefully and interpret the 
results judiciously. By and large 
there are fewer variables to control 
in the reader interest method than 
in the keyed copy method. 


Some Important Factors 


“The size of the group of coupon 
clippers who attach themselves to 
each publication, the factors of sea- 
sonal variation, nature of the prod- 
uct and the offer, changes in the 
mechanics of the advertisement and 
the size of the coupon are all ele- 


“Shelco-Lac” Taboo 


The Federal Trade Commission has 
ordered Albert K. Sheldon Co., Bos- 
ton, to discontinue the use of Shelco- 
Lac as a name for a product “which 
is not pure shellac gum dissolved or 
cut in alcohol.” 


Sarra, Werner Combine 


Valentino Sarra and Ed Werner, 
formerly with Plumer, Inc., Chicago, 
have opened a studio at 180 N. Mich- 
igan Ave., Chicago, to render photo- 
graphic and layout service. 


ments which influence coupon re- 
turns and are extremely difficult to 
weigh. 
“It is a well established fact that 
enlarging the coupon will increase 
coupon returns. Yet advertisements 
which display coupons prominently 
will almost always be found to have 
fewer readers than those which give 
them a less conspicuous position. 
“The character of the product ad- 
vertised is another important factor. 
The advertising of a burial casket 
company is highly effective in pro- 
ducing sales, yet it has a very low 
reader interest rating. 
“On the other hand, a corn cure 
advertisement giving prominence to 
a photograph showing Primo Carnera 
jumping off the Empire State Build- 
ing to end the agony of corns would 
undoubtedly rate high in reader in- 
terest and might or might not sell a 
profitable quantity of corn plasters.” 
Dr. Gallup said the technique of 
reader interest surveys must be 
standardized and rigidly observed, 
and that one of the best controls is 
provided by the editorial features of 
the publication whose advertising is 
being studied. 


Distributors 
of Advertising 
Meet in Detroit 


Detroit, Mich., July 14.—Plans for 
an aggressive campaign to inform 
national advertisers of the im- 
portance of house-to-house distribu- 
tion were laid at the Exclusive 
Distributors’ Convention at the 
Book-Cadillac Hotel here this week. 

Delegates approved the suggestion 
of Howard Round, sales manager for 
McCoy Laboratories, New York, that 
the organization bend its efforts to- 
wards eliminating sales details as 
matters for individual members’ at- 
tention, and assume those duties it- 
self, leaving members to devote their 
entire attention to more effective 
distribution after contracts are ob- 
tained. 

Closer co-operation between mem- 
bers so that products could be mer- 
chandised on a national scale was 
voted. 

Minor A. Gregg, Gregg Distribut- 
ing Agency, Detroit, was elected 
president, and Henry J. Hummel, 
Hummel Distributing Agency, New- 
ark, vice-president. 

Joseph Hessel, Reliable Distribut- 
ing Agency, St. Louis, was elected to 
serve a three year term on the board 
of directors together with present 
members, H. L. Russell, Russell Dis- 
tributing Agency, San _ Antonio, 
Texas, and George L. Ueber, Ueber & 
Son, Milwaukee. George Altman, 
Altman & Son, Cleveland, was re- 
appointed secretary. 


New York Reformers 
Discipline Magazines 
Publishers of 15 of 22 magazines 
against which the Citizens’ Commit- 
tee on Civic Decency of New York 
has waged a long campaign agreed 
this week to suspend publication. 
The seven others agreed to “tone 
down” and to submit their publish- 
ers and editors to arrest, should they 
overstep the bounds in the future. 
This group comprises Hooey, Bally- 
hoo, Whizbang, Spicy Stories, Snap- 
py Stories, Paris Nights and Artists 
and Models Review. 


Westinghouse Profits 


From Employes’ Sales 


Employes of Westinghouse Elec- 
tric & Manufacturing Co., Mansfield, 
O., sold $1,500,000 worth of company 
products in May and $1,100,000 in 
June. 

Eighty per cent of the 68,000 pros- 
pects turned in were closed during 
the 60-day drive, while many of the 


Death Takes Elva Damon 
From R. L. Polk Company 


Mrs. Elva S. Damon, 45, manager 
of the Cleveland branch of R. L. 
Polk & Co., and the only women in 
the organization to advance to that 
position, died July 11 after a three 
months’ illness. 

Mrs. Damon was a past president 
of the Women’s Advertising Club of 
Cleveland and served as special con- 
vention chairman during the Direct 
Mail Convention in Cleveland in 
1929. A daughter, Naomi Damon 
Hall, is also connected with R. L. 
Polk & Co. 


Baker Passes Away 


Harry F. Baker, 43, associate 
editor of Boot and Shoe Recorder 
and editor of Hosiery Age, died last 
week at Ridgefield, N. J., of heart 
trouble which necessitated his re- 
tirement a year ago. 


Hawkins Loses Wife 


Mrs. Margaret Hawkins, wife of 
W. W. Hawkins, vice-chairman of 
Scripps-Howard newspapers, died 
last week after an operation at Pel- 
ham Manor, N. Y. 


Schoff Promoted 


James S. Schoff, assistant general 
manager of L. Bamberger & Co., New- 
ark, N. J., department store, has 
been appointed general manager. 


“KIDDIE KORNER" HELPS DEALERS 
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New department created for the rear of shoe stores by Roberts, 


Johnson & Rand, St. Louis. P. £. Thurman is advertising manager and 
Erwin, Wasey & Co., the agency. 


Appoint Lucas 


E. K. Lucas has been appointed 
advertising and promotion manager 
of National Enameling & Stamping 
Co., Milwaukee. 


J. A. Davideon Dies 


Joseph A. Davidson, national ad- 
vertising director, Portland Orego- 
nian, died recently. He was 53 years 
old. 


Lloyd Maxwell Elected 
Grand Trustee of Elks 


Lloyd Maxwell, first vice-president 
of Roche, Williams & Cunnyngham, 
Chicago, was elected grand trustee of 
Benevolent and Protective Order of 
Elks at its annual meeting in Bir- 
mingham. 


He has been a member of the order 
for 33 years, and was previously 
grand treasurer. 


Do you want 


Here is the first accurate index of 
buying power based on actual retail 
sales in nine leading classifications— 
digested from 500 census reports cov- 
ering the cities where 60% of all re- 
tail buying is concentrated. 


F you want to set a sales 

quota for a household appli- 
ance in Waukegan or for a drug 
store product in Kokomo—if 
you want to know how Stam- 
ford, Connecticut, compares 
with Phoenix, Arizona, as a 
market for lumber, or hardware 
or groceries — here is a book 
which tells you in actual dollars. 


Such old standbys as “automo- 
bile registrations,” “income tax 
returns” and “native white fami- 
lies” are replaced by real per- 
centages of real sales for each 


city, to state and national totals. 
How far these figures will go 


toward correcting the wastes of 
selling effort or advertising ex- 
penditures based on the best 
former indices can be illustrated 


by America’s largest single mar- 
ket, New York City. 


New York has been “indexed” 
as representing 60% of the re- 
tail market in New York state, 


remainder are still on the live list. 


which is a correct total. But 


this market accounts for only 
40% of the state’s automobile 
sales, only 42.8% of the hard- 
ware, 39.5% of refinery prod- 
ucts, but 75% of the department 
store volume and 79.2% of the 
jewelry sales. 


These facts are gleaned from 
the U. S. Census of Distribution. 
They are brought together and 
correlated for quick compari- 
son in the new book, THE 
MAJOR RETAIL MARKETS 
OF THE UNITED STATES, 
published by Erwin, Wasey & 
Company, Inc. 


Glance at the typical work 
sheet above and you will see 
how the figures are presented. 
The first six columns give an 
accurate gauge of each city in 
relation to state and national 
totals for combined retail sales 
—the next five columns are on 
separate half-sheets, covering 
nine classifications — household 
appliance store sales (shown 
here) which has beneath it 
sheets for lumber and building 
material dealer sales, hardware 
store sales, automobile tire and 
accessory dealer sales, automo- 


bile sales, variety store sales 


...about 370 major markets? 


(Se to $1), department store 
sales, drug store sales and gro- 
cery store sales. At the right 
are blank columns where your 


own figures can be entered. 


Five Days’ Examination Free 


These tables are only a part of 
the total information which the 
book contains. To know all the 
valuable data packed in its 138 
pages, let us send your copy on 
approval. The edition is lim- 
ited; the price per copy is $10, 
postage prepaid. This amount 
will of course be refunded if 
you do not find the book worth 
many times its cost. 


ERWIN, WASEY & CoMPANY, INC. 
Advertising 
420 Lexington Ave., N. Y. City 


—--- FOR YOUR CONVENIENCE —-~—- 
ERWIN, WASEY & COMPANY, INC. 

Department of Marketing AA 
420 Lexington Avenue, New York, N. Y. 


to cover the 
ere copies THE MAJOR 
RETAIL MARKETS OF THE UNITED 
STATES. It is unde that this 
money will be returned if for an 


the information is not found able. 
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COAST PRESIDENT 


UNDERSTANDING 
AMONG NATIONS | 
SEEN AS VITAL 


Coast Association Holds 
Big Meeting | 


(Picture on Page 12) 
Vancouver, B. C., July 12.—Better | 
understanding between nations and | 
closer co-operation between advertis- 
ing, selling and distribution were the 
keynotes of the 29th annual conven- | 
tion of the Pacific Advertising Clubs | 
Association here last week. 

The convention was the first of the 
P. A. C. A. on Canadian soil in 16) 
years, and speakers at general ses- 
sions included Americans and Cana- | 


Walter A. Folger, new president, 
| Pacific Advertising Clubs Asso- 


dians in equal ratio. ciation 
As reported in ADVERTISING AGE secede rita 
Walter Folger, Pacific 
es & Telecraph. Co.. San | consec rated to this great undertaking 


Seameinns, wes eected president. | the best advertising minds in Amer- 
Others elected were: secretary-treas- | (©@- Suppose there were planned and 
seer, Brviag Magier Gntiens Cal: | Put into execution a great advertis- 
visosvesident a large Mrs. Case ing campaign. Who is there to doubt 


Harding, Los Angeles; district vice- that every secreted Getter would be 
brought again to light? 


presidents: first district, Orrin Hale, ; ; 
Seattle; third, Merriman Holtz,| Miss Casperson, discussing “What 
Portland; fifth, D. R. Minshall, San|Does Truth in Advertising Mean to 


the Public Today?” said that while 
advertising has gone a long way to- 
ward building confidence, it still has 
a long way to go. 

George W. Kleiser, president, Fos- 
ter and Kleiser Co., San Francisco, 
and head of Outdoor Advertising As- 
sociation of America, told the coast 
clubs of the new declaration of ideals 
and principles adopted by the Adver- 
tising Federation of America. He 
also described the work of the out- 
: door organization in setting its house 
ory winners being Elsie Brown O'’Brien|in order by recognition to reputable 
and Henry Sorenson, of Portland,| agencies and formation of Outdoor 
and Gloria Casperson, Oakland. | Advertising, Inc. 

Mr. Sorenson spoke on “How Can| Howard S. Coulter, barrister of 
Advertising Unsock the Dollar?” | Vancouver, B. C., said the depression 

“Suppose,” he said, “there were'is a result of trying to run a 20th 


Diego. Other district vice-presidents 
hold over. 


Unsocking the Dollar 


Successful departmental meetings 
included classified, direct mail, out- 
door advertising, production, radio, 
retail advertising, sales managers, 
hewspaper, community and _ travel 
and advertising club management. 

Three-minute speaking contests 
were held on each of three days of 
the convention on assigned topics, 


“There's but one can tell — 

a story like a sailor man 

And that’s a photogra- 

pher. 

We make photographs : 

that make good sa 

We make photographs 

_ that tell the story the way 
it should be told. 


_ KAUFMANN & FABRY neal 

, ; COMMERCIAL PHOTOGRAPHERS 
PHOTOGRAPHIC. 1 ILLUSTRATORS ~ 

"435 South Wabesh Ave. : ~ Harrison 3135 


century world with 18th century 
political ideas. All over the world, 
he asserted, there is a chasm between 
new life and old ideas—‘this same 
obstinate adherence to antiquated 
political formulas as a solution of 
modern economic problems.” 

“Which is to prevail?” he asked— 
“a sane and tolerant internationalism 
or the vicious and pernicious na 
tionalism which threatens to destroy 
the political, economic and _ social 
structure of the civilized world.” 

Arthur H. Brayton, editor, Dry 
Merchants Trade Journal, 
Des Moines, Ia., and secretary of the 
Advertising Federation of America, 
urged advertisers to get away from 
price and find a fresh new appeal to 
whet the jaded appetite of the public. 

Vancouver proved a gracious host. 
Newspapers were particularly active 
in entertaining. The Vancouver 
Daily Sun and Daily Province staged 
luncheons, as did Victoria Colonist 
and Victoria Times. 


2 Advertisers 
Quote Prices As 
N. B. C. Relents ,. 


New York, July 14.—It is predicted 
chain broadcasting companies will 
shortly abolish the restriction 
against price advertising, the change 
of policy being advocated by strong 
groups in both managements in the 
belief it will improve radio programs 
by decreasing advertising content. 
The ice was quietly broken last 
week by National Broadcasting Com- 
pany, which now permits sponsors of 
all day-time programs to make price 
announcements. So far, Columbia | 
has not followed suit. 

Much to National’s surprise, only 
two advertisers have thus far 
availed themselves of the new ruling. 
One is A. & P. which is testing its 
radio advertising by pricing items 
which are excluded from newspaper 
copy. General Electric is quoting 
prices on refrigerators and electric 
irons. 


Gioods 


F. Q. Story, Sunkist 
Organizer, Is Dead 


Francis Quarles Story, who organ- 
ized the California Fruit Growers 
Exchange, retiring from the man- 
agement in 1920, died in New York 
this week. 

He created “Sunkist” and directed 
the Exchange’s first advertising cam- 
paign in 1907. 


Old Gold Reduces 


Price on Fifties 
Prices on Old Gold “fifties” have 
been cut so they may retail at 29 
cents, the current charge for Lucky 
Strike and Chesterfield. 
The package has been changed 
from tin to cardboard. 


“Photoplay” Fights 


Against Substitution 


Photoplay, New York, has begun 
publication of a series of advertise- 
ments fighting substitution. 

The plates will be made available 
to advertisers wishing to use them. 


Adkins Joins Agency 


A. L. Adkins, prize winner in the 
National Electric Light Association’s 
advertising contest last year, has 
joined Botsford, Constantine and 
Gardner, Portland, Ore. This agency 
is opening a Louisville office. 


McQuiston’s New Field 


J. C. MeQuiston, former advertis- 
ing manager, Westinghouse Electric 
& Mfg. Co., has been appointed man- 
ager-secretary of American Gear 
Manufacturers Association, Wilkins- 
burg, Pa. 


Joins Fenger-Hall 


Vv. E. Atkinson, Jr., former na- 
tional advertising manager of Bil- 
lings (Mont.) Gazette, has joined 
Fenger-Hall Co., newspaper represen- 
tatives. 


Fish Oven Appoints 


Fish Rotary Oven Co., Beloit, Wis., 
has placed its account with Hurja- 
Johnson-Huwen, Chicago. Business 


Standard— 19381 1932 
Atlantic Monthly .... 5,537 4,274 
Current History 1,267 882 
DE scene ch sins 6,178 2,170 
Golden Book ........ 7,427 2,107 
Harper's Magazine 8,350 5,889 
Review of Reviews... 11,883 »a9e 
Scribner’s ..... 4,186 ¢ 
World's Work 8,336 

Total group ....... £ 3,164 29,890 

Flat— 

American ‘ 26,343 17,948 
American Boy ....... 10,140 6,837 
American Girl 3,294 2,706 
Boys’ Life ........... 12,207 9,565 
CREA EMEC sicccccccce 2,765 2,017 
Cosmopolitan ........ 28,514 21,137 
Serer rere 6,528 3,605 
Everyegirl's 2,611 2,086 
Se eteenrepeeweswes 12,949 7,724 
Motion Picture ...... 14,974 11,703 
Open Road for Boys. 5,076 5,123 
PROCOMIAY .nciccccscs 20,361 13,441 
Physical Culture 12,541 10,283 
Redbook ............. 17,410 13,115 
St. Nicholas ......... 3,431 1,927 
Total group ....... 179,144 129,217 
Women's— 
Delineator .......... 28,383 19,453 
Farmer's Wife ...... 9,831 7,166 
Gentlewoman ........ 3,611 3,280 
Good Housekeeping .. 42,195 35,305 
Harper's Bazaar ..... 37,141 24,769 
ff Pe eere Tr ere 16,947 8,774 


—— 
—— 


| JULY ADVERTISING IN MAGAZINES 


Household Magazine.. 11,163 8,604 
Ladies’ Home Journal 50, 271 29,829 
DOORMEE EE Seca dasenrens 34,727 
a 5 eee 2,343 
Parents’ Magazine ... 7,293 
Pictorial Review 12,057 
True Story .......... 28,044 21,075 
Vogue (Semi-Monthly) 48,295 34,040 
Woman's Home Com- 
OIE. nis bce ce ace es 38,305 26,698 
Woman's World 9,656 7,136 
Total group .......398,898 282,549 
June Advertising 
Weeklies and 
*Semi-Monthlies— 
American Weekly..... 78,935 83,553 
Business Week 32,226 22,754 
SD cackeccesosens 88,971 57,409 
*Porbes ............. 28,553 13,844 
DE. scene vavesesegs 12,904 9,77@ 
RE nidbwceaeerseoas 28,642 19,078 
Literary Digest ..... 36,564 29,094 
ee 76,077 55,474 
Saturday Even'g Post.223,558 129,505 
MD ‘sa ceduaceadseass 74,040 49,053 
*Town & Country.... 56,160 26,358 
Total group ....... 736,630 495,892 
Other July Lineage 
1931 1932 
College Humor ......... 9,166 7,361 
Extension Magazine ..... 10,419 6,240 
Christian Herald ........ 9,922 5,936 


—The Advertising Record Company, 


BOIL IT DOWN 
IF YOU WOULD 
HELP RETAILER 


St. Louis, Mo., July 14.—Most of 
those trying to help the retail mer- 
chant today are too prolix, Sidney E. 
Carter, advertising manager of Rice- 
Stix Dry Goods Co., and director of 
the Merchants’ Service Bureau, told 
the Advertising Club of St. Louis 
yesterday. 

“We condense,” said Mr. Carter, in 
describing the work of the bureau. 

“The retailer does not have time 
to read and digest information. He 
needs somebody to gather it and boil 
it down for him. So do other bus- 
iness men. 

“The dealer does not know where 
all the valuable information sources 
are. Therefore, a real need exists 
for a central organization to do the 
job at one cost and make a large 
amount of valuable’ information 
available to all merchants selected 
for benefits and for the volume they 
can contribute. 

“The wholesaler and the dealer are 
rowing the same boat. They must 
work together to eliminate waste and 
develop a more profitable system of 
distribution. 

“The jobber can perform the cen- 
tral function of providing all the ele- 
ments a merchant can and should 
secure from an outside source.” 
While this does not prevent a mer- 
chant from doing his own reading, 
thinking and managing, it does help 
him get business, Mr. Carter said. 
While Rice-Stix collects and con- 
denses information for dealers, it 
also passes along any original ideas 
it has or collects. 


60 Pages Issued by 
“Knoxville Journal” 


Knoxville (Tenn.) Sunday Journal 
printed a 60-page issue July 10 cele- 
brating the paper’s recent purchase 
by the Knoxville Publishing Co., 
headed by Nat G. Taylor. 

One section was headed, “East 
Tennessee will lead the nation back 
to prosperity.” It presented an in- 
ventory of the state’s civic and eco- 
nomic assets. 


Old Gold Contest 
Prizes Awarded 


Prizes in the Old Gold $37,500 con- 
test for the best essays on “Why Is 
Old Gold So Popular?” have been 
awarded, first prize of $20,000 going 
to J. F. Tuohy, Jr., Olean, N. Y. 

Ann Morgan, Grantland Rice and 
Irvin Cobb acted as judges. 


Huber Is Publisher 


Erwin Huber, former advertising 
director, Baltimore News and Amer- 
ican, has been appointed publisher of 
Rochester (N. Y.) Journal and 
American, succeeding Frank  L. 


Papers will be used. 


McShane. 


Credit Rating 
Discussed in 
New Campaign 


Chicago, July 15.—Credit managers 
of leading clothing manufacturers 
have initiated a campaign to secure 


(~ » 


Restricted Credit 


Econom conditvons dur ne So tennnnsene hes e mode t more necess. yu 
than ever bor the menulecty retailer to cooperate Obviow: 
menulecture cannot do his pbyestics the retailer makes « full and Phen 
disclosure of the hnancial status of his business 

Under present conditions even the best moral nsks. should and those hrm 
whe ore extending substantial credit by burnishing current rehisble informe- 
hon promptly 


the endersigned wrge thet you tehe @ sem-annual inventory 


(1) A Balance Sheet 
(2) Profit and Loss Statement fer six months 
ation 


(Preferably sudited by some relieble 
Accounting firm) 


and sve there reports promptly 

We burther suggest the installetion of adequate, modern budgetery con 
trols of inventones, purchases and expense) 

We assure the trade, that if the sbove dete is supplied. there will be no 
doth, im securing connderation bom the undersigned 
houses who ave extending credit totaling many millions of dollars per annum 


Beobum of Rocheste: Inc 
Center & Holmes 

Cheney Bother Covet Door 
£4 V Pree 8 Co 

J Schowmeman, Ine 

The HA. Seinshowmer Company 
John B Staton Company 

Wilson Brother, 


| Aled Decker & Cohn Inc 
| Evenstendt Bor Co 


mN 


eee 


S 


co-operation from retailers in secur- 
ing the financial information by 
which their credit standings are de- 
cided. 

Pointing out the necessity for 
closer co-operation between manufac- 
turers and retailers, copy in National 
Retail Clothier and Furnisher urges 
that “retailers take a semi-annual in- 
ventory and prepare a balance sheet, 
and a profit and loss statement for 
six months’ operation, issuing these 
reports promptly. 

“We further suggest the installa- 
tion of adequate, modern budgetary 
controls of inventories, purchases 
and expenses. We assure the trade 
that if the above data is supplied, 
there will be no difficulty in secur- 
ing adequate credit consideration 
from the undersigned houses,” the 
copy continues. 

Those participating are Braeburn 
of Rochester; Carter & Holmes; 
Cheney Bros.; Cluett, Peabody & Co.; 
Cohen, Goldman & Co.; H. C. Cohn & 
Co.; Alfred Decker & Cohn; Eisen- 
staedt Bros. Co.; Hart Schaffner & 
Marx; B. Kuppenheimer & Co.; Mi- 
chaels, Stern & Co.; Ed. V. Price & 
Co.; J. Schoeneman; H. A. Seinshei- 
mer Co.; John B. Stetson Co.; and 
Wilson Bros. 


Jobber Drops Cigarettes 


Because “chain store competition 
and underselling have made them 
profitless,”’ J. H. Blackwell & Sons, 
Trenton, N. J., tobacco jobbers, have 
discontinued handling cigarettes and 
tobaccos, and will sell cigars only. 
The firm is 67 years old. 


Defies Football Ban 


The threat of athletic authorities 
of University of Wisconsin to stop 
broadcasting of major football games 
is being defied by Station WIBA, 
Madison, which has announced it 


will continue to broadcast all games. 


~—- 


Tr oa be eee 


ee —— 


aa a —_— —_——— CE July 
“Fhe Pe —meminiiiemmiaian aie ee 
ee BO 

i o é 

_% a8 
: % 
{| 
7 a —/ | 
pe : ne 
a oe N / . 
ae } Ne 
i | : 3 ; class 
: ; . “ . s | of Di 
Tae ee . Be . D I 
aa Bh ee _ | | ture 
B F er i RS | | in oor] 
peat Rs | . 
ye i wa Unit 
ee weed ma | Was 
nets er is : | | we 
gir ld Bae oe 7 il tore 
Tage Sa te s 
; ie z i: a sa 5 store 
fees ‘ acces 
sae — = _ 
lbs: “4 pies - 
rere matt 
eae hs 50 p 
; = 2 : we As 
ee arbi 
ey ees 
a tone ee serv 
i aes " om nis such 
jo ae whit 
eae een regi 
Seas: a Vé 
cee 2: 
erm: stat 
& : Bey: actu 
ae as f 
Po F 
: | — bile 
42.8 
| . 
tire 
sto! 
stol 
— SL = nit 
i 
| | sic 
759 
Per eas | 
; | pe | ; 
a s | “th 
jee Therefore ry 
peace ) gg ; his 
| | cen 
Se | ve 
a | = 
( ' 
| gas 
ie | | cer 
gigQel i; } 
wero kee i tri 
er eae i a aia ; | : 
ar fire. Se — =~ =~ 
Betis Fh SSS S$3—0>0—o~“$—eao0$=0mS=®»$0M9m oa ' reé 
a) 
‘ eee. > Se he . , 
ry ee 4 ae ¥ : 

7 . . S ee MAE te Ss BS ,] 
aaah es ee + epi cr OE 2 “ ” 
Re Bee: — ., ieee ae 
ig a ps yi : : EE 2 
Ps Ast sae : aad . i " + & ——— co) 
aah . i — ne ee . . 
ae ae = ea. ¥. ra 
ers ¢Z , ' ae ae ns se ca 

' sr —— ¥ ee 
3 om 4 ie) ty } ut 
3 he jeer » as “e, d 5 _ “> e a ‘ i. 
ea: : oe, oy UR omar til 
ri ae 3 4 _ ss | i . 2 
goa — , 2 dae 
ed eal —_ nee il e 
E i r Py . J ee ie a 
aes 1 Ae ae A oe tag t 
4 ¥ rs ; ; gi _ Ve ae i ee: 
ay ed ieee Es, ; So a <8 
eee t i % me Ae eS apr * | 
ee — a } eee i hl at (ale a 
|. --)\ “ae oy ae Yo a: — , 
= 7 : a, » | 
a be i wre F eee. ee am . 
- Peo ee ee Ce om * 
ae 55 iene Ae Ceo aos eee ee fi ’ 
eee gnc a q ; SA eee. Pane ‘ R 
wre nS pela F, Rie eae ee a a 
ae ee te oa Ca Gea eg ¥ i 
oe oe eae ie: | = ee a a ik ee id , a 
oe ‘ . Ae oa ag as ena + eer ‘Rae ie Wik ——— | 
pps ar | =e Gree ae aka ONS : } 
ara * a ag aan ie ep hee MR TLE ie cy a 
fe ene Pe PES a ofa Cae 
Vee pera a OF a ee , 
= : l _* Jaa . ie | y 
et  «-_ —_—— » + —- aoe ‘ 7 
ows( “a ie = 
: a ree ie . . & , | f 
' “a ry 
See , ¢ 
7 Pe 2 : 
. ; ’ 
: Es S| — 
oe ’ 
inf 
| ee ae c | 
: > ' 
| 
a a a | 
|————— — a , 
: ~ 
‘ 
eu oe a Ree ce ee eno te ware . ¢ 
ys, stiles eS Pie Siar a ee iicaetee EUR eas MESS coe ten 5 Vices aed es l a ee o een ah eas : : 

ae = ereener dc a a ia Adio gga areca duane ep F gh ere! o> 5 NS ae IRM cl i yak nog eae 5 CMM ar Tay 

Rare oS Bae 5 ace 5 al saa Vr: ee on 2 ae pd See cee ea Sa ge Sn Te On ee Wek re EE get cane es, cd aoe SRE er eat See aks - <a ee mnogo OL cerry! pape he eg me, & ae 2 Rey ce ae ‘SS Spo ih Ne Sik i ile, a 

mick tes al Rae hy aaaded Bey a DS ee £ pee seco anes Fa eee tg BA Bee Rahn 1 Sa aen a ial Fie Pe spite ete iia!” 0 Re ee pines ae ee oe 

' a ge ths, le A & See pee a ae ED wee et Sec, ps alu,’ qs Bie cf) Seow Seige SS tee ota den Riera 8 in. oy ara ey SPRY eS poe ty een ace = MO Fed, rane 2 Gis har ics ¢ ten eee ite een RS ee ea 

pe ere ee een le ic, «bmg UE acto ans We A cil Si a 

oN Ss Bere Se Os oO 5 ee a a eas gla a a i 4 si eo ee Rs COR 8 ee ote 3 2 i SOFT oe mE Ee PUN Ck lane EOP ARG EROS eee eo, hig tb erate ieee Le 0 cafe a nL co PAY ty til 
eRe ed Rien geo: Big Seth eae eee koe nMOS oe hen Te ee Re hee eee ee eed cs fe Rag Pee We aks ae Bee i, i Ss ee a peat ee eee Be oe 
“ei Ne, te oe, tee ine Se ra NY. amare, gee cod Roy SS A ae ae Pa ard Vea pie iS, Rupee Sone ket i f os 4 or z Boar hag a Ni ? its va Bes ante 4 oss ‘ 

Miao iipaere B05 Sn yg IRE CPR Shs = Ss ase dal) ily ee ee Cation wage Mae ee 3 AEE, 


we S eo S e O ee CO 


~—__ + — vw 


~~ eo 


July 16, 1932 


ADVERTISING AGE 


— 


BOOK POINTS 
TO DANGER OF 
GENERALIZING 


New York, July 14.—Nine retail 
classifications covered by the Census 
of Distribution are analyzed, provid- 
jing manufacturers with a better pic- 
ture of their distribution problems, 
in “The Major Retail Markets of the 
United States,” published by Erwin, 
Wasey & Co. 

The classifications include grocery 
stores, drug stores, department 
stores, automotive dealers, tire and 
accessory dealers, variety stores, 
hardware stores, household utility 
dealers and lumber and building 
material dealers. These groups do 
50 per cent of all retail trade. 

As an example of the fallacy of 
arbitrary index figures, the book ob- 
serves that the use of 14 factors, 
such as income tax returns, native 
white population and automobile 
registrations, gives New York City 
a value of 60 per cent of the entire 
state, while valuation in terms of 
actual sales of retail outlets differs 
as follows: 

Filling stations, 39.5%; automo- 
bile dealers, 40%; hardware stores, 
42.8%; grocery stores, 47.3%; auto 
tires and accessories, 48.7%; variety 
stores, 49.6%; household appliance 
stores, 63%; drug stores, 68%; fur- 
niture stores, 63.6%; radio and mu- 
sic stores, 67%; department stores, 
75%; jewelry stores, 79.2%. 


20 Per Cent Error 


“It is apparent,” says the book, 
“that any manufacturer establishing 
his sales quota on a basis of 60 per 
cent of the state for New York City 
would be overspending in the mar- 
ket by 20.5 per cent in the case of 
gasoline and underspending 19.2 per 
cent in the case of a product dis- 
tributed through jewelry stores.” 

“Advertising should be placed to 
reach people where they live, not 
where they buy,” the book points 
out. “Sales should be made where 
people buy, not where they live.” 

A unique feature of the volume is 
a series of maps for quick market 
comparisons, which make apparent 
at a glance that New York and Chi- 
cago afford a manufacturer distrib- 
uting through drug stores greater 
market opportunities than the en- 
tire 10 Southern states. 


poy ae 
Kellogg Test 
Of a Package 


Battle Creek, Mich., July 14.—The 
new “easy-open” package of Kellogg’s 
Rice Crispies was adopted after be- 
ing chosen by a jury of 3,000 women 
and after being submitted, with an 
alternate design, to sales tests on the 
shelves of 18 self-service stores in 
three cities, Kellogg Company has 
announced. 

The new package eliminates the 
need for cutting or tearing the top. 
A slight pressure of the thumbs 
along the perforated lines at the 
front and sides enables the contents 
to be poured out. 

A nation-wide campaign on this 
product is now being launched by 
N. W. Ayer & Son, Philadelphia, fol- 
lowing successful completion of a 
similar campaign for Corn Flakes. 

Space is being used in 425 news- 
papers and 52 magazines during July, 
with additional sales incentive sup- 
plied by sampling and daily coast-to- 
coast broadcasts. Pages in full color 
will appear in many newspapers. 


Closure Develops 
Two-Piece Metal Cap 


A two-piece metal cap, “Caseal,” 
has been developed by Closure Serv- 
ice Co., Toledo. 

The outer shell is rolled smoothly 
Over and conceals the edge of the 
inner shell, thus preventing rough 


Harrison Makes Change 


Robert E. Harrison, former gen- 
eral manager, Fuller Automobile In- 
surance Co., Cincinnati, has been ap- 
pointed assistant general manager in 
charge of advertising and public re- 
lations of Union Central Life Insur- 
ance Co., Cincinnati. 


Gets Chemical Account 


Hazard Advertising Corp., New 
York, has been appointed to handle 
advertising of American Cyanamid 
& Chemical Corp., which controls a 
number of companies in the chemical 
and allied fields. 


Greene Resigns 


Howard S. Greene, director of the 
convention and visitors’ bureau, New 
Orleans Association of Commerce, 
has resigned. 


Changes to M onthly 


Effective September, Power Plant 
Engineering, Chicago, will be pub- 
lished as a monthly instead of as a 
semi-monthly. 


Peters Leaves Packard 

After 16 years of service, W. H. 
Peters, vice-president, Packard Motor 
Car Co., has resigned. 


Committee of 
5 to Regulate 
Rubber Trade 


New York, July 7.—A committee 
of five prominent figures in the rub- 
ber industry has been organized to 
stabilize conditions in the industry 
and point the way for more profit- 
able operation. 

Appointment of the committee is 
a modification of the original plan 
to place centralized control in the 
hands of a “czar” as has been done 
in other industries. 

George T. Bishop, who was origi- 
nally scheduled for the position of 
czar, is head of the committee. He 
is president of Continental Shares, 
Inc., the former Cyrus Eaton Invest- 
ment Trust. 

Other members of the committee 
are Harris Creech, president Cleve- 
land Trust Co., and a director of 
Firestone Tire and Rubber Co.; 
Irenee duPont, representing duPont 
interests of U. S. Rubber Co.; C. C. 
McCain, Chase National Bank, New 
York; Robert L. Clarkson, Chase Se- 
curities Co., New York. 


W. L. Straub Heads 
St. Petersburg Club 


W. L. Straub, editor, St. Peters- 
burg Times, has been elected presi- 
dent of St. Petersburg (Fla.) Ad- 
vertising Club. Other officers are: 

L. C. Brown, St. Petersburg Inde- 


pendent, and Bart E. Bryan, St. 
Petersburg Times, vice-presidents; 
J. M. Robertson, Florida Power 
Corp., secretary; T. E. Zeidler, 


Lesan-Florida Advertising Agency, 
treasurer. 


Meals in New Work 


C. F. Meals, formerly with McCann- 
Erickson, Inc., has been appointed 
advertising manager of California 
Walnut Growers’ Assn., Los Angeles. 
Pians are being laid for an extensive 
campaign. 


Einson Heads Committee 


Morris Einson, president of Ein- 
son-Freeman Co., Long Island City, 
N. Y., has been appointed chairman 
of the publicity committee of East- 
ern Lithographers Assn. 


Chicopee Has Agency 

Chicopee Mfg. Corp., New Bruns- 
wick, N. J., gauze products, has 
placed its account with Ferry-Hanly 
Advertising Co., New York. 


Tunison Promoted 
by Mactfadden Papers 


Lester B. Tunison, advertising 
manager of Physical Culture, New 
York, has been appointed vice-presi- 
dent of True Story. Both are Mac- 
fadden publications. 

John F. Carter, Western manager 
of Physical Culture, has been ap- 
pointed advertising manager. Roland 
Crane succeeds Mr. Carter. Robert 
E. Kennedy has been appointed East- 
ern advertising manager of Physical 
Culture. 


Outdoor Trophy Awarded 


Robert F. Hotstetter, Pittsburgh; 
H. E. Martin, Oklahoma City; and 
Alexander Stoddart, New York, were 
awarded first prizes in the O. J. Gude 
Trophy Fund contest for employes of 
General Outdoor Advertising Co. 
submitting the best design, idea or 
creation involving outdoor advertis- 
ing art. 


New Receiving Set 
Called “Radiograph” 


A new model combination radio 
and phonograph has been produced 
by Columbia Phonograph Co., and 
christened the Radiograph. 

The name has been registered. 
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edges, it is claimed. 


L. S. Gleason 
Advertising Manager 


as to its worth. 


zine would want to reach. 
a number of check-ups and find that in every case 
AGE has a lively interest for agency men and advertising 
executives. 
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Mre We Ee Dunsby 
Advertising Age 

420 Lexington Avenue 
New York City 


Dear Mr. Dunsby:- 
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DOREY ERIIOING THERE i> ott EES 


New 


June 16th, 19352 


Today one of our competitors phoned me to ask just what 
thought of ADVERTISING AGE as a medium for publishers'adver- 
tising and I thought you'd be interested in what I told him. 


I said that The Open koad for Boys Magazine now using 
ADVERTISING AGE for the second year, was satisfied completely 
We believe - and have ample proof - that 
ADVERTISING AGE is thoroughly read each week by the great 
majority of key people in the advertising business, 
we started to advertise with you even, we checked your cir- 
culation very carefully and were surprised to find how 
thoroughly you covered the executives whom a national maga- 
We made then and have since made 


The several campaigns which we have run in ADVERTISING AGE 
have evoked a very definite comment and response. 
‘received a considerable number of direct inquiries and have 

actually sold space in more than one case, from this advertising. 


Further, I told my listener that I had never done business with 
any publication with greater satisfaction = told him of the 

splendid cooperation, courteous treatment and genuine interest 
shown by both your office and Chicago. 


T thought youtd be interested to know of this. incident and I 
assure you I was happy indeed to give your paper the strong 
recommendation it deserves. 


Chanin Bidg., 122 E. a2nd St. 
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ADVERTISING AGE 


July 16, 1932 


New York Art Club 
Aids Idle Members 


Edward Molyneux has been ap- 
pointed chairman of a newly formed 
employment committee to assist un- 
employed members of the Art Di- 
rectors Club of New York. 


The committee includes Joseph R. 
Platt, Nathaniel Pousette - Dart, 
George Welp, Lurelle Guild, Elwood 
Whitney, Edwin A. Georgi, William 
Longyear and C. Halstead Cot- 
tington. 


Pick Ruthrauff & Ryan 


The R. B. Davis Company, Ho- 
boken, N. J., has appointed Ruthrauff 
& Ryan, Inc., New York, to direct 
advertising of its baking powder. 
This agency also handles the com- 
pany’s Cocomalt and Cut-Rite waxed 


paper. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ; 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 
MAP Me A i Bin A A in. i. 


Jahn & Ollier Again 


okie . 


~and salesmen 
Be Know their business 


Jahn & Ollier Crgraving ©. 
Telephone MONroe 7O8O 


817 W.Washinqton Boulevard 
cHI!ICA GO 


“< SUBLET . . 


one of our cozy, coal suites 
for the summer. If your 
office is in the Grand Cen- 
tral district The Winthrop 
is mighty handy. Write, 
telephone or come in and 
look us over. 

£ 

Furnished suites of from 

one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

a 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave. 
New York 


Tel. WIckersham 2-1400 


SAFETY RAZOR 
KING DIES ON 
PACIFIC COAST 


(Continued from Page 1) 


to the point where they could be sold 
commercially. 

The American Safety Razor Com- 
pany was incorporated Sept. 28, 1901, 
by Gillette and friends who had grad- 
ually become interested in his proj- 
ect. Among these were Edward J. 
Stewart, who was the first to en- 
deavor to promote a company for 
commercial development of the 
razor; Jacob Heilborn, whose assist- 
ance Mr. Stewart enlisted; William 
E. Nickerson, a graduate of Massa- 
chusetts Institute of Technology and 
mechanical genius, who began where 
Gillette left off; and Henry Sachs, 
brother-in-law of Mr. Heilborn and 
close friend of Mr. Nickerson. Gil- 
lette’s name was not given to the 
company until later. 


The goal was $5,000 in cash. Dis- 
position of stock was substantially 
as follows: Ten thousand shares 
were divided into 20 blocks of 500 
each, which brought $5,000 into the 
treasury; 10,000 shares were held by 
the company; Mr. Gillette received 
17,400 shares; three associates, 4,200 
shares; and the fourth, Mr. Sachs, 
4,000 shares, largely for his work in 
placing stock for cash. 


An interesting story is told about 
Mr. Stewart’s selling methods and 
the results. He was in the bottling 
business and one day was called on 
by R. C. Flaccus, bottle manufac- 
turer. Mr. Stewart offered to buy 
his bottles if Mr. Flaccus would buy 
some of his safety razor stock. Mr. 
Flaccus agreed, somewhat _reluc- 
tantly, and took 250 shares at $125. 
Four years later Mr. Gillette, in 
pressing need of this block of stock, 
paid Mr. Flaccus $62,500 for it. 


Mr. Nickerson reported Sept. 9, 
1901: 


Nickerson Sees Market 


“With an almost unlimited mar- 
ket, and with such inducements as 
are offered by this razor in the way 
of cheapness of manufacture and of 
convenience and effectiveness in use, 
I can see no reason why it cannot 
easily compete for popular favor 
with anything in its line ever put 
before the public.” 

Formation of the company fol- 
lowed shortly after, with Mr. Gillette 
as president and Mr. Heilborn as 
treasurer. With Mr. Stewart, they 
were also directors. 


It was, however, 1903 before Nick- 
erson was able to complete the ma- 
chinery which would produce a mar- 
ketable razor and blade. Only 51 
sets were sold in that year. But that 
was enough to convince the little 
company that there was a huge mar- 
ket waiting for cultivation. 


Mr. Gillette’s picture was printed 
on the first packages and his face 
became the best known in the world. 

The $5,000 proved insufficient to 
finance the marketing, and John 
Joyce, who had lost $40,000 on an- 
other Gillette invention, provided 
the sinews of war again. Even now, 
however, no one realized the full pos- 
sibilities of the razor and Gillette 
went to England in January, 1904, to 
open an office for the Crown Cork & 
Seal Co. at a salary of $6,000 a year. 

He learned in July that his razor 
company was selling all of the goods 
it could make and he rushed back to 
prevent it from closing a deal to 
turn over its foreign interests on a 
royalty basis. He again became ac- 
tive in the company. 

In the meanwhile, history was 
being made in Chicago by two young 
men, Mr. Townsend and Mr. Hunt, 
who formed the Gillette Sales Co., 
with exclusive territory and $3,000 
capital. They never needed more. 
They pioneered in Gillette advertis- 
ing, and did so well that the company 
came to regret its early bargain and 
bought them out for $300,000 within 
less than three years. 

It also took the hint that advertis- 
ing could ease the road and invested 


FRIGIDAIRE TO TOUR WORLD 


It's No. 2,500,000. W. H. Newell, vice-president, bids it farewell as 
it becomes an ambassador of good will to foreign markets. 


Door-to-Door 
Campaign Is 
Used by Sears 


Chicago, July 14.—Jean Blum, gen- 
eral manager, Blum’s Advertising 
Agency, San Francisco, was elected 
president of Advertising Distributors 
of America at the closing session of 
their convention Saturday. Other 
officers: 

Vice-president, Ralph Goodman, 
Big 4 Advertising Carriers, Chicago; 
secretary and treasurer, John Kelly, 
Molton Distributing Co., Cleveland; 
directors, M. L. Ullman, Peck Ad- 
vertising Distribution Service, New 
York; Roy A. Ziegenfuss, Triple A 
Distributing Co., St. Louis; A. J. Cas- 
sidy, Cassidy System, Philadelphia; 
James D. Carney, Advertising Dis- 
tributors, Buffalo. 

John B. Barry, House of Hubbell, 
Cleveland, was elected an honorary 
member. 

Considerable interest was shown in 
the policy recently adopted by Sears, 
Roebuck & Co. of using door-to-door 
distribution for tire advertising and 
also for several of its retail stores. 
This company recently distributed 
698,000 12-page circulars to homes in 
Chicago, and has started distribution 
of 8,000,000 eight-page rotogravure 
circulars on tires. 

Climalene Co., Canton, O., is also 
planning extensive use of this 
method of advertising, with 1,000,000 
coupons being distributed in Chicago 
and suburbs. 


Buy Engraving Plant 
Stafford Photo-Engraving Co., a 
new firm, has purchased Star-Tele- 
gram Engravers, Ft. Worth, Tex. 
Officers are J. A. Stafford, president; 
R. T. Kline, vice-president; and 
Harry Shyroc, secretary-treasurer. 


considerable sums, which were in- 
creased year by year. From 1905 on 
the job was to keep up with the de- 
mand created by advertising and the 
inherent merit of the razor. New 
buildings were erected, an English 
company was formed and offices 
were opened in many foreign coun- 
tries. 

From then on, it was an easy step 
to big dividends, fights with retail 
outlets, stockholders’ suits against 
directors, mergers and $10,000,000 
advertising campaigns. 


Y. E. Allison, 
Widely Known 
Editor, Dead 


Louisville, Ky., July 14.—Young E. 
Allison, Sr., chairman of the board, 
Insurance Field, and one of Ken- 
tucky’s best known newspaper men, 
died July 7 after a short illness. He 
was 79 years old. 

In 1880 he came to Louisville as 
city editor of the Courier Journal, 
was later managing editor of Louis- 
ville Commercial, and secretary of 
the Louisville Board of Trade. He 
founded Insurance Herald, sold it, 
and established Insurance Field in 

Mr. Allison wrote numerous poems, 
plays, books and operas, one of the 
most famous of which was a ballad 
completing Stevenson’s “Fifteen Men 
on a Dead Man’s Chest,” which was 
set to music by Henry Waller. 

Several books were dedicated to 
Mr. Allison, notably one by James 
Whitcomb Riley, known as “Riley 
Songs of Friendship.” 

He is survived by his widow and 
two sons, Young E. Allison, Jr., 
president and_ editor, Insurance 
Field, and George S. Allison. 


Honor Cadillac Star 


Leading a group of 125 star retail 
salesman of Cadillac automobiles 
with total sales of $154,100, R. B. 
Sloan, New York, was elected presi- 
dent of the organization at its an- 
nual meeting in Detroit. 


WBT Increases Power 


A power increase from 5,000 to 
25,000 watts has been authorized for 
Station WBT, Charlotte, N. C., effec- 
tive Aug. 1. Present rates will be 
maintained. 


Ochs Is Recovering 


Adolph S. Ochs, publisher of the 
New York Times, is recovering from 
an operation for the removal of a 
kidney. He is in Harkness Pavillion 
at the Medical Center, New York. 


Critchfield, Ludgin 


Get Rit Accounts 
Critchfield & Co., has been ap- 
pointed to handle the advertising of 
Rit tints and dyes, products of Rit 
Products Corp., Chicago. 
Earle Ludgin, Inc., Chicago, is 
handling the account of Koolox shav- 
ing cream division of this company. 


—— 
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lvory Soap yg 
Makes Page 1 


Knoxville, Tenn., July 14.—A 
gangster used a newspaper to 
conceal his face when a photog- 
rapher for the Knoxville Jour- 
nal tried to snap him. 

The results were put on 
Page 1 of the July 10 edition, 
readers learning that “Ivory 
Soap is now at the lowest price 
in 17 years.” 


Syndicate “Beauty News” 


Beauty News, an eight-page tabloid 
newspaper which has been published 
by Milky-Way Co., Chicago, for dis- 
tribution to beauty shop patrons, 
will be syndicated to department 
stores. Mary E. Hall is editor. 


Terry Is Benedict 


Hugh B. Terry, Russell T. Gray, 
Inc., St. Louis, and president of Jun- 
ior Advertising Club of St. Louis, 
was married to Bettie Gardner, July 
9. Norman Terry, assistant adver- 
tising manager, Laclede Gas Light 
Co., acted as his brother’s best man. 


LITHOGRAPHERS 


Specializing 
in Wind OWand 


store display 
adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 


Long Island City 
BOSTON, MASS. 

302 Park Square Bldg. 
CHICAGO, ILL. 


Wrigley Building 


e wealth 


THE per capita wealth 
of Iowa is fifty per cent 
more than the national 
average! (latest National 
Industrial Conference 
Board figures). Here is a 
rich market and the most 
effective way to sell it is 
with The Des Moines 
Register and Tribune. 


@ 245.24 1A. B.C. 


29 QUINCY ST CHICAGO 
HARRISON 32GD 


BEST BY COMPARISON 


PHOTOSTAT 
COPIES " 


ome LET US SERVE YOU om 


33 W.ADAMS ST. CHICAGO \ 


Ben C. Pittsford Co. 
Advertising 
Typographers 


605 S. Clark St.,Chicago 
WABASH 0585 
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WORLD'S FAIR 
EXHIBIT BEGINS 
TO TAKE SHAPE 


New York, July 13.—Preparations 
for an advertising exhibit at the 
1933 Century of Progress in Chicago 
under the auspices of the Advertis- 
ing Federation of America got under 
way here today as Harry Tipper, 
marketing consultant, who will serve 
as chairman of the Federation’s com- 
mittee, called a conference. 

Among those present were Paul 
West, managing director of the Asso- 
ciation of National Advertisers; Gil- 
bert T. Hodges, member of the ex- 
ecutive board, New York Sun; 
James H. McGraw, Jr., treasurer, 
McGraw-Hill Publishing Co., and 
president of the Associated Business 
Papers, Inec.: Earle Pearson, gen- 
eral manager of the A.F.A.; C. O. 
Bridwell, general sales manager, 
General Outdoor Advertising Co.; 
and Edgar Kobak, vice-president of 
McGraw-Hill Publishing Co. and 
president A.F.A. John Benson, presi- 
dent of the American Association of 
Advertising Agencies was unable to 
attend because of illness. 

The plan tentatively approved is 
to have an advertising hall within 
the Hall of Economics with non- 
competitive exhibitors selected by 
the Federation. 


Federation Display 


The focal point of interest in the 
advertising jexhibition will be an 
educational display created by the 
Federation independent of special- 
ized advertising interests. The re- 
mainder of the space will, in most 
cases, be divided among one exhibi- 
tor from each type of advertising. 

The Federation will not be asked 
to underwrite the advertising show 
or to assume responsibility for the 
sale of space. Its principal function 
will be to pass on the exhibits of 
applicants for space from the stand- 
point of completeness and coordina- 
tion with the entire project. 

In the case of agencies, magazines 
and newspapers, it is assumed there 
will be more than one exhibitor of 
each class, and it will be the Fed- 
eration’s duty to see the exhibits do 
not illustrate the same phases of ac- 
tivity. If two agencies should par- 
ticipate, for instance, one would 
demonstrate research, the other copy 
preparation, and so on. ‘ 

Should one organization in a spe- 
cialized field agree to install a rep- 
resentative exhibit before competi- 
tors make reservations, it will have 
the opportunity to run away with 
the show insofar as its own line of 
activity is concerned. 


New Chain in Chicago 
Opening of 250 stores in the Chi- 


cago area is planned by Great Lakes 
Piggly Wiggly Co., a new corpora- 


tion which has purchased the fran- 


chise for stores in this area from 
Piggly Wiggly Corporation. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


DUNES RESORT FOR ADVER- 
TISING PEOPLE 


run by Chicago agency man—Swim- 
ming, Boating, Fishing, Sun Bath- 
ing. Golf within short distance. 
Room and three BIG meals $2.50 per 
day. Vacations $15.00 per week. 
Very low week-end rates on applica- 
tion. 

C. W. Edwards, GRANDE MERE 
LODGE, Stevensville, Michigan, on 
U.S. Highway 12. PHONE SEELEY 
4621 for Reservations. 
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| WRECKER SERVICE 


To All Defeated , 
> Candidates, Tuesday 
Night, July 12 ; 


» WALTON WRECKER | 
SERVICE 


FREE 4 


i ei ae 


Early or Late Phone 808 § 


- a a a a a 


It coincided with election day at 
Jackson, Miss. 


RETURN OF BEER 
SEEN BY PABST 


Milwaukee, Wis., July 14.—Oscar J. 
Vogl has become merchandising di- 
rector of Pabst Corporation. One of 
his duties will be to “shape sales and 
distribution policies toward the pos- 
sible return of Pabst Blue Ribbon 
Beer,” President Fred Pabst said. 

His appointment marks the first 
move in an intensive merchandising 
campaign on other Pabst products, 
including Puritan Malt, Pabst Malt, 
and Pabst Cheese. 

Mr. Vogl has served the Roger 


Williams Co. and Joseph & Feiss Co., 
Cleveland; H. J. Heinz Co., Pitts- 
burgh, and Steele, Wedeles Co., Chi- 
cago. 


. Wins Hotel Prize 


Milton C. Smith, El Paso, Tex., has 
won the $100 prize offered by Need- 
ham & Grohmann, New York agency, 
for the best paper by a Cornell Hotel 
Course student on some phase of the 
usefulness of the hotel press. 


Loranger Is Colonel 


J. W. Loranger, general sales man- 
ager, and W. H. Duval, district man- 
ager, Packard Motor Car Co., have 
been appointed colonels on the per- 
sonal staff of Gov. Ruby Laffoon, of 
Kentucky. 


“Brooklyn Eagle” 
Transfers Haeussler 
A. S. Haeussler has been trans- 
ferred to the Chicago office of Brook- 
lyn Eagle, where J. E. Dean is in 
charge as advertising manager. 
Larger quarters are being taken at 
1614 Tribune Tower. 


Bell Is Sales Manager 


Edgar Bell has purchased the in- 
terest of Frederick Grant in Terre 
Haute (Ind.) Advertising Co., adver- 
tising novelties, and has become sec- 
retary-treasurer and sales manager. 


“News” Offers Color 
Chicago Daily News is now selling 
color in its Saturday photogravure 
section. 


To insure representation, reserva- 
tions should be made now. 
$110 a page, $60 a half-page, $35 a 
quarter-page. 


HOSPITAL MANAGEMENT 


The Pre-Convention Issue of 


HOSPITAL MANAGEMENT 
Goes to Press August 5th 


7 


HE thirty-fourth annual convention 

of the American Hospital Associa- 
tion and allied groups will be held in 
Detroit, September 12 to 16. 


Complete details of the program, list 
of exhibitors and other convention ma- 
terial will appear in the August 15th 
issue of HOSPITAL MANAGEMENT. 


Since this issue will reach hospital 
executives throughout the country 
about two weeks before they leave for 
the convention, and since it will, as al- 
ways, create extraordinary reader inter- 
est, it offers exhibitors and others selling 
to the hospital field an unusual opportu- 
nity to attract attention to their products 
at a time when buying for the coming 
year is being planned. 


The practical journal of administration 


537 S. Dearborn St., Chicago 
The only hospital journal member both A.B.C. and A.B.P. 


Graybar Bldg., New York 
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July 16, 1930 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


READY TO GREET OLYMPIC ATHLETES 


= = 


Helms Bakeries, Los Angeles, are official bakers for the Tenth Olymp- 
iad as the result of a recent competition and are getting ready to 
tell the world. 


AND SO IT WON'T TIP OVER 


Joseph Burnett Co., Boston, has yielded to the pleas of trade and 
public to use a bottle that won't tip over easily. This is it. Batten, 
Barton, Durstine & Osborn, Boston, also improved the box. 
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DISPLAY WORLD'S LARGEST MALT SYRUP CAN 


ee 
2 


5 
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"Believe it or not," the painted Schlitz sign in Milwaukee is 39x69 feet and the can is 20 feet high. 
Other signs will go up in other cities. Freeze-Vogel-Crawford Inc., is the agency. 


WINS PROMOTION 


Vance C. Woodcox, appointed di- 
rector of advertising and sales pro- 
motion for Kelvinator Corp., De- 
troit. He succeeds Albert M. Tay- 
lor, appointed merchandising di- 
rector of the Leonard division. 


NEW VICE-PRESIDENT 


Leo. N. Burnett, just promoted by 

Erwin, Wasey & Co., Chicago. 

Before entering the agency field, 

he was advertising manager of 

Cadillac Motor Car Co., among 
others. 


WHICH GOLFER HAS WON A CUP? 


- 


if 


= 


You guessed it—Alex F. Osborn (left), vice-president of Batten, Bar- 

ton, Durstine & Osborn, New York, won the agency's annual tourna- 

ment at Manhasset, L. 1. Others in the picture are William H. Johns, 
president, and Bruce Barton, chairman of the board. 


AS CARTOONIST SAW COAST CONVENTION 


POPULAR FRANK ANDERS, PRES V.AS.6. 


FEAMING WALTER 
_ FOLGER OF SAN 
FRANCISCO, NEw Busy JimM LIGHTGoby, 


CHAIRMAN CONVENTION 


wy LLOYD SPENCER \. 
Sm - PRICELESS 
MASTER - OF - 
CEREMONIES, 
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RETIRING | = DON’ FRANCISCO, li 
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DANCERS —. 
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Vancouver Daily Province 


(Story on Page 8) 
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